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‘Spend Client's Money 
as if It Were Your Own’ 


N. W. Ayer & Son at 80 
Still Builds Strongly 
on Founder’s Creed 


By LAWRENCE M. HuGHES 


PHILADELPHIA—The quiet dig- 
nity of a gray 13-story building 
here and of branch offices from 
Boston to Honolulu will not be 
uffled by the 80th birthday on 
pril 1 of N. W. Ayer & Son, Inc. 

Some 1,000 Ayerites will pro- 
“eed, as they have for an average 
f nine years, with service on 100 
pecounts which this advertising 
agency has held for an average 
yf 14 years, or four times the all- 
AF. figure. They will work with 
equal diligence for clients spend- 
ing more than $6,000,000 or less 
than $100,000 a year. 

Then they will go home to a 
hearty dinner in Bryn Mawr, 
Bronxville or Burlingame, un- 
troubled by ulcers, blood pres- 
sure, or even the next 80 years. 


m Other agencies sometimes have 
found Ayer’s own rock-ribbed in- 
tlependence to be stubbornness or 
cussedness. But the truth of the 
matter is that, like the U.S.A., 
Ayer too was built on some living 
Declarations and, if you will, a 
Constitution. And the fact that 
Ayer’s constitution is still evolv- 
ing seems to make it no less con- 
sistent and durable. 

Ayerites refer to their constitu- 
tion as policy. Policy has been 
sparked into actions by a unique 
kind and continuity of leadership. 

On the gray lobby walls hang 
paintings of the three men who 

e led N. W. Ayer & Son since 
april 1, 1869. Francis Wayland 
Ayer, the founder, looks down 
through stern blue eyes above a 
valrus moustache which does not 
hide a strong Puritan chin. Wil- 
fred W. Fry, the founder’s son-in- 
law, had been a YMCA worker, 
ind perhaps that experience sof- 
tened him a bit. Of tougher fiber, 
but friendlier too, is Harry A. 
Batten, who started with Ayer as 
i: printer’s devil in 1911 and who 
it 52 already has been president 
for 12 years. 


# “Proud before men, humble be- 
ore God, determined to succeed 
n everything to which he put his 


nand,” was Ralph M. Hower’s de- 
cription of Wayland Ayer in his 
642-page “History of an Adver- 
‘ising Agency,” which recorded N. 
W. Ayer & Son’s first 70 years, 
ind which will add the latest dec- 
ide in a revised edition to be pub- 
ished by Harvard University Press 
1ext August. 

The pride and determination in 
usiness developed early. At 21, 
ith $250 earned from selling 
ace in the National Baptist, F. 
’. Ayer started N. W. Ayer & 


ike for 


mn. He named it thus both from 
fection for his sickly school- 
acher father (who died in 1873) 
id from the need to make the 
m seem stronger and more ma- 
re, 


F. Wayland Ayer was tough 
(Continued on Page 54) 


‘Life’ to Cut 
Ad Rates 3% 
After July 4 


New YorK—Life will reduce its 
advertising rates by 3% effective 
with the July 4 issue, Time, Inc., 
revealed last week. 

Circulation guarantee will re- 
main the same, at 5,200,000. 

The publishing company esti- 
mated that the change, affecting 
all advertisers in the second half 
of 1949, would mean savings to 
advertisers of more than $1,000,- 
000. 

It was the first time in Life’s 
meteoric rise to the peak of mag- 
azine circulation and advertising 
revenue that its rates had been 
reduced. 

It was also the first major post- 
war magazine rate cut in which 
circulation guarantee was main- 
tained. 


@ Andrew Heiskell, publisher, at- 
tributed the rate reductions to “ef- 
ficiencies and improvements in our 
manufacturing operation” which 
were planned and started in 1945. 
He cited ten new color presses 
now in operation in Time, Inc.’s 
various printing plants, and the 
delivery by Time suppliers of 
higher quality machine-finished 
papers, due to installation of new 
paper machines and coaters in 
their plants. 

Another factor was the efficient 
operation of the mechanical circu- 
lation subscription division, which 
helps to make “this anticipated re- 
duction in our costs a reality to 
advertisers,’ Mr. Heiskell said. 

“We believe increased selling ef- 
fort plus price adjustments to a 
more valuable dollar and more 
productive dollar are the two ef- 
fective steps which can contribute 
today toward a stable economy to- 
morrow,” he explained. 


# No similar reductions are plan- 
ned at this time on the company’s 
(Continued on Page 59) 


CBS vs. NBC... 


feud is warming up. See 
‘Private Lines,’ Page 
46. Other features: 


PII, Scticeiibaniasrarctccinretntisrenkanrivencs 12 
Advertising in the Test Stage ................ 50 
Advertising Market Place 0.0.0.0... 40 
Along the Media Path ..............:cccccceeeens 49 
COU CONGIIOEE cosccssccsscenscrnneeseessseese W 
Semete MAGNE GOPMOT 02... .cccccssece-scccvessees 58 
Department Store Sales ............:006 ccc 39 
NE cerca hae Riedie dil natiidncdevigerimaeiivaeee 12 
NE IIIS « scckssseawniiibadintnrederseertiéasins 16 
Information for Advertisers ........ ........... 40 
a oe oc ccectiteaacideixilon cachaveaepiden 37 
IE dl dastdaceatelsinntécsancesuniatesieeatenss 65 
PROPRRTRS Review  oncccsccsssscesscssscccsceess 43 
a at oe aE 12 
Teleradio Man’s Corner ..........cccccccceeeeeee 28 
Voice of the Advertiser ............c00ccsseeee 52 


Publishers Have 
No Rate Answer, 
Donaldson Says 


Some Agree to Hikes 
Over Long Period; Both 
House Hearings Drag On 


WASHINGTON—Postmaster Gen- 
eral Jesse Donaldson charged last 
week that publishers are “hutton- 
holing”” members of Congress and 
“telling them things” which they 
do not “drag out and put on the 
table” at public hearings. 

In a blistering appearance be- 
fore the Senate post office and 
civil service committee, Mr. Don- 
aldson blasted mail users for fail- 
ing to have constructive ideas for 
meeting the department’s $550,- 
000,000 deficit. 

“T have been talking about rate 
increases for two years, and have 
yet to have a publisher come in 
and want to discuss the matter 
with me,” he told the senators. 

“They evidently hope to wait 
until the issue is before Congress, 
and they will then drown Congress 
with protests.” 

He challenged the committee: 
“Unless a policy is developed, we 
can go on and on and on with 
editorials, articles, speeches, sug- 
gestions and what not for the Post 
Office to modernize and stream- 
line and eliminate work in the 
face of a $550,000,000 deficit.” 


a Meanwhile, the publishing in- 
dustry continued to provide post 
office and civil service committees 
of both Houses with case histories 
illustrating the impact of a two- 
year program quadrupling second 
class postal fees. 

Godfrey Hammond, president of 
Popular Science Publishing Co., re- 
ported that his postage bill would 
be increased by $949,000. “We 
couldn’t pay that out of the $350,- 
000 net we made in 1948,” he told 
the committee. 

(Continued on Page 60) 
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See the Beautiful New 1949 Shelvadors Today! 
the Cresey Demme ited bere 


TO THE WOMEN—The Shelvador’s ‘‘front- 
row” shelf space gets the play in this 
1,000-line newspaper ad, part of the 
extensive campaign Crosley Division will 
launch in April in its first big merchan- 
dising drive for the ‘49 appliance line. 


Brown Says New 
Formula Needed 


in Media Plans 


Hot SprInGs, VA.—A new ap- 
proach to media selection, based 
on synthesis instead of analysis, 
was recommended by Lyndon O. 
Brown of Dancer-Fitzgerald-Sam- 
ple at the ANA meeting. 

He described synthesis as “the 
process by which we select from 
a vast sea of detailed data and 
build the critical information into 
a useful pattern.” 

Advertisers, Dr. Brown said, 
should concentrate on two essen- 
tials: (1) fitting media to the basic 
market pattern, and (2) develop- 
ing formulae for appraising market 
values. 


ws He showed on a chart how one 
advertiser had fitted the media 
pattern to the market by reducing 
the controls to four geographic 
(Continued on Page 63) 


Last Minute News Flashes 
Old Gold May Buy Half of ‘Stop Music’ on TV 


New YorK—‘Stop the Music,” ABC’s high-rating giveaway which 
celebrated its first birthday last week, will make its television debut 
May 5. Old Gold, which sponsors the last 15 minutes of the AM show 
and will take over the last segment starting April 3, reportedly may 
buy half of the hour show for TV. Lennen & Mitchell is the O!d Gold 


agency. 


Grantly Sun Glasses Get Seasonal Magazine Push 


LEOMINSTER, MaAss.—Foster Grant Co. will launch a spring and 
summer campaign for Grantly sun glasses in May issues of Charm and 
Seventeen, June issues of Look and Screenland Unit and the July 
issue of Hillman’s Romance Group. Alfred J. Silberstein-Bert Gold- 


smith, New York, is the agency. 


American Home Foods Boosts Liddy, Nabkey 


New YorK—Lucien Liddy, former warehousing manager of Ameri- 


can Home Foods, has been appointed advertising manager of the com- | 


pany, and Frederick J. Nabkey, former assistant advertising manager, 
has been named sales promotion manager. The post of advertising 


manager had not been filled since the resignation of R. T. Kesner about pr 


six months ago. 


Hotpoint Doubles Output of Washing Machines 


Cuicaco—In the face of curtailed industry sales of washing ma- 


chines, Hotpoint, Inc., yesterday (March 27) announced it is doubling | 


its output of washers to a 2,000 weekly rate. 
(Additional News Flashes on Page 63) 


‘49 Looks Fair 
to ANA Members; 
Few Pessimistic 


Big Companies Most 
Optimistic, Batchelder 
Reports at Meeting 


Hor Sprincs, Va.—Although 
sales, advertising budgets and prof- 
its prospects for 1949 are “decided- 
ly spotty,” only a minority of 122 
member companies of the Associ- 
ation of National Advertisers that 


Other stories of the ANA meet- 
ing appear in the adjoining column 
and on Pages 2, 4, 47, 62 and 63. 


replied to a questionnaire expect 
business to be worse than in 1948. 

Summarizing the findings at the 
association’s meeting here last 
week, E. T. Batchelder, ANA vice- 
president and secretary, noted that 
companies doing more than $50,- 
000,000-a-year in volume are more 
optimistic than the smaller ones. 

Only 10% of both industrial and 
consumer goods advertisers found 
the profit outlook poor—with the 
larger companies again more opti- 
mistic. 

Fifty per cent of all companies 
replying expect advertising bud- 
gets will be higher in 1949 than 
in 1948. 


@ On the outlook for consumer 
goods business among 40 companies 
doing less than $50,000,000 volume, 
33% said their business today is 
more than in 1948; 40% said the 
same, and 27% less. Among 34 
consumer goods companies doing 
more than $50,000,000, 21% said 
their business is up, 47% say it is 
the same, and 32% less. 

On expected sales for 1949, the 
under-$50,000,000 sales group was 
divided—33% up, 45% the same 
and 22% less. For the over-$50,- 
000,000 group: 36% up, 40% the 
same, and 24% less. 

On profit for 1949, the under- 

$50,000,000 group reported: 45% 
good, 45% fair, and 10% poor, 
while 69% of the over-$50,000,000 
group expect profits good, 28% 
fair, and 3% poor. 
@ Only 13% of consumer goods 
companies doing less than $50,000- 
000, and only 9% of such com- 
panies doing more than $50,000,- 
000 in sales, report that their ad- 
vertising budgets have been cut 
during the current budget year. 
Ten per cent of the smaller and 
3% of the larger companies expect 
cuts in 1949; 15% of the smaller 
and 9% of the larger are not sure. 
But three-fourths of the smaller 
and 88% of the larger expect no 
budget cuts this year. 

In fact, 53% of the smaller and 
47% of the larger firms intend to 
spend more money for advertising 
in 1949 than in 1948. Twenty- 
seven per cent of the smaller and 
of the larger plan to spend 
the same amount, and only a fifth 
of the smaller and 9% of the lar- 
ger would spend less. Of those re- 
ducing, the median reduction for 
the smaller companies would be 

(Continued on Page 59) 
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Cleveland Adclub 
Opens New Style 
Campaign Contest 


CLEVELAND—The Cleveland Ad- 
vertising Club has announced its 
new-type advertising awards, to 
be based on two considerations: 
What were the objectives of the 
campaign and how well were the 


A dog’s instinct is amazing! He knows 
that TRUE is his master’s best friend. 
Every issue features scoops, adventure, 
sports and the good life for men. And 
TRUE’s men have firm convictions on 
brands, from house paint to liquor. f\ 


That’s why It Pays to Cater to the 
Men!...in TRUE. 
Send for copy of TRUE, Dept. A9, 67 W. 44, N.Y. 


objectives accomplished? 


The club “believes that good 
advertising performance produces 
results ...it is not always easy to 
demonstrate performance, how- 
ever ...regardless of the scope of 
the objective, the method employed 
and degree of accomplishment at- 
tained will determine the selection 
of entries for award.” 

In this manner, the club points 
out in its announcement bulletin, 
awards will not be made on the 
basis of a comparison of one entry 
with other entries. Thus adver- 
tisers with small (but resultful) 
campaigns will have an equal op- 
portunity to win an award. 


ws Cleveland Advertising Club Per- 
formance Awards will be chosen 
by Donald R. G. Cowan, consulting 
econcmist, Cleveland; Howard 
Mark, advertising director, Robert 
Simpson Co., Toronto; Dr. Ken- 
neth Dameron, College of Com- 
merce & Administration, Colum- 
bus; George S. McMillan, Pristol- 
Myers Co., New York; and RoBert 
S. Wilson, vice-president for sales, 


Goodyear Tire & Rubber Co., 
Akron. 

The classifications include direct 
mail, business paper, consumer 
magazine, newspaper, radio or tel- 
evision, outdoor, and car card in 
the national group; and direct 


mail, newspaper, radio or TV, 
outdoor and car card in the local 
group. 


Midnight, May 15, is the dead- 
line for submitting entries. All 
entries are to be made on adver- 
tising used during 1948. Corres- 
pondence may be directed to the 
Cleveland Advertising Club, Stat- 
ler Hotel, Cleveland 15. 


Cullenward Opens Office 


Eric Cullenward & Asscciates, 
San Francisco public relations and 
advertising consultant, has opened 
a new office in the Financial Cen- 
ter building, Oakland. 


KLX Opens Frisco Office 


Station KLX, Oakland, has 
opened a San Francisco office in 
the Monadnock building, with 
William Hunefield Jr. as manager. 


MEDIA DIRECTOR 


NS 


No matter how I figure it, I still can’t beat 
The Des Moines Sunday Register! 


Add it up yourself — 


COVERAGE...., The Des Moines Sunday Register 
dominates 83 of lowa’s 99 counties with 
an average coverage of 77%... 37% 


in the others... 
500,000! Only nine other cities have 


CIRCULATION.. 


state average 70%! 


Sunday papers that big. 


MARKET... 2 eee 


Double! Urban lowa alone outspends 


such cities as Boston, St. Louis, Cleve- 
land, San Francisco. And farm lowa 
is in a class by itself. Total spending, 
five billion a year! 


RESULTS ....4- 


The Des Moines Sunday Register 
ranks with America’s first seven Sunday 


papers in general advertising linage. 


FOTRE ccocececeos 


A whole state in one package for a 


milline rate of $1.70! 


THE DES MOINES REGISTER ann [RIBUNE 


ABC Circulation Sept. 30, 1948: 
Daily, 362,865—Sunday, 501,286 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


ANA Starts New 
Committee Plan 
to Aid Members 


Hor Sprincs, Va.—A new com- 
mittee structure to give members 
greater opportunity to participate 
in association activities, streamline 
association material for them, and 
“guarantee that [its] activities are 


ANA Meeting — 


directed toward serving your 
needs” was announced at the 
spring meeting of the Association 
of National Advertisers here last 
week. 

The plan provides for three de- 
grees of member interest and ac- 
tivity. In other words, for each 
subject or area of work, the mem- 
bership will be divided into three 
segments. 

The central segment in each 
area is the steering committee. 
Members asked to serve on it 
would “have the most intensive 
interest in the subject and are most 
able and available to serve.” Each 
steering committee will be served 
by an ANA staff member. Regu- 
lar meetings will be scheduled six 
months or a year in advance to 
permit all members to schedule 
accordingly. 


ws Next in each area will be a 
membership group, composed of 
ANA members who choose to or 
are asked to join in because of 
its major interest to them. A mem- 
ber in many cases will belong to 
several such groups, meetings of 
which usually will be held only at 
the ANA spring and fall meetings. 
Membership in a group usually 
will not entail any work, unless 
the member wishes to contribute 
time and effort to some project. 

A group member, however, will 
be expected to keep in touch with 
the activities of the steering com- 
mittee, and to contribute informa- 
tion, judgment and the experience 
of his company, voluntarily or 
when asked to do so. This will be 
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Change Your Records 


ADVERTISING AGe’s New 
York office is now located 
at 11 E. 47th St., and the 
telephone number is MU 8- 
0073. Please change your 
records. 


done by correspondence. All men.- 
bers of each group will receive re- 
ports of steering committee meet. 
ings, and special reports and stud- 
ies as they become available. These 
reports will be sent to other ANA 
members only on special request 
The third segment is the mem- 
bership as a whole. All member; 
will be kept informed through the 
new ANA monthly newspaper of 
all matters of general interest de- 
veloped within various groups. 


ge The work of organizing the 
groups and steering committees 
has started with radio and tele- 
vision, and other fields will follow 
in the next few months. The ra- 
dio-TV group now has 39 mem- 
bers, and this steering committee 
is composed of 18, headed by Al- 
bert N. Halverstadt of Procter & 
Gamble Co., chairman, and How- 
ard M. Chapin, General Food; 
Corp., vice-chairman. The com- 
mittee’s specific jobs for 1949, sub- 
ject to the approval of the group, 
are: To discuss broadcast and tele- 
cast rates in relation to value; to 
recommend to Broadcast Measure- 
ment Bureau (“or to any other 
organization selected or set up to 
handle the advertiser’s needs’) 
radio and _ television measure- 
ments; to produce rates and audi- 
ence studies on these media, and 
to represent advertisers on labor 
matters in these fields. 

Other group-committee setups 
will be formed in agricultural, co- 
operative advertising, display, ed- 
ucational, film, industrial, maga- 
zine, merchandising, newspaper, 
and public relations areas. 


WLW-C Appoints Wilcox 


Juanita Wilcox, formerly direc- 
tor of continuity of WCOL and 
director of continuity and publicity 
for WHKC, has been named mana- 
ger of promotional activities ol 
WLW-C, new Crosley video outlet 
in Columbus, O. 


| | Newsday 


circulation now tops 


100.000 


daily on the Real Long Island! 


25,000 
where retail sales 


Newsday carried more advertising in 1948 than any New York City 
_. and on the Real Long Island . . . Newsday carried 
82.8% more advertising than the second paper. Source: Media Records 


evening paper. 


Alicia Patterson, Editor and Publisher 
Executive Offices, Hempstead, Long Island, N. Y. 


. Represented Nationally by Kelly-Smith Company 


100,000 


exceed *2,000,000 a day 
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Send F or “We will do more advertising by tying in with DOMESTIC 
THESE ENGINEERING's new All-Industry merchandising contest 
SELLING to ‘Hit New Sales Highs in 1949" ". 
AIDS This statement is heard on every hand among manu- 
8 — facturers with products for the domestic engineering field. 
MANUFACTURERS. WHOLESALERS... 
— High-lighted by a prize list which includes a motor truck 
i9ag Witt arr contributed by DOMESTIC ENGINEERING, and thou- 


sands of dollars worth of plumbing, heating, air condi- 
3 alten tomy tioning and allied equipment contributed by advertisers 
3 tein Pomme ee ah : : ; : 
> ee in this field, this contest is now stimulating all branches 
al 2 . oge 
of this industry to intensified sales effort. 

Survey of Opinion 


of 1949 Prospects Many manufacturers are supplementing the campaign 
and their own individual promotional efforts by auxiliary 
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MORE 
ADVERTISING 
IN 1949 7" 


individual products through stimulated dealer activity. 

Because the ‘‘Hit New Sales Highs in 1949" campaign 
is doing a tremendous job for our entire industry—be- 
cause it is a rallying point for this industry-wide merchan- 
dising drive— your advertising to this field through 
DOMESTIC ENGINEERING will have a high degree of 
effectiveness possible only through this concerted sales 
program. It will bring you increased returns in direct 
proportion to your participation. 

DOMESTIC ENGINEERING’s complete facilities are 
available to assist you in the development of your adver- 
tising and promotional plans to ‘‘Hit New Sales Highs in 
1949."’ Write for further information or Consult Your 
Advertising Agency. 


This Industry-Wide Merchandising Campaign, sponsored by DO- 


MESTIC ENGINEERING, is serving to place our industry in 
ideal position to develop increased sales and DOMEST 


NEERING, as an advertising medium, is serving to amplify its 


Sales Quota Sheets advertisers’ sales messages for greatest possible effectiveness. 
for Manufacturers and 


their Agencies 


White today FOR FURTHER DETAILS . . . 


| want to participate in the benefits 
of this contest. Send me full details. 


TITLE 
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Company. NGINEERING 32% 
Nine times City and State _ _ TIME TO DUST OFF ping 
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THE OLD FISHING POLE 


Plumbing, Heating and Fix Conditioning 
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Joins Gordon & Mottern 

Charles H. Furey has _ been 
named director of radio and tele- 
vision for Gordon & Mottern, New 
York. He was formerly with Peck 
Advertising Agency, New York. 


Moeller Quits Glenn Post 


Norman B. Moeller has resigned 
as vice-president and manager of 
the Hollywood office of Glenn Ad- 
vertising, Inc. 


————— 


~The 


REACHES 
A 17-35 YEAR OLD 


ALL-MALE AUDIENCE 


Feltis Leaves Early; 
Baker Named Acting 
President of BMB 


New YorK—Dr. Kenneth Baker, 
research director of the Nutional 
Association of Broadcasters, was 
named acting president of Broad- 
cast Measurement Bureau at a 
special meeting of the executive 
committee here last week. At that 
time it was announced that Hugh 
Feltis, bureau president, who was 
to have left the tripartite organi- 
zation April 15 to become general 
manager of Station KING, Se- 
attle, was beginning his new duties 
immediately. 

Meanwhile, the most recent 
tabulation on wires from stations 
which agreed to underwrite a BMB 
deficit, should such be necessary, 
shows 338 stations with unquali- 
fied pledges totaling $85,783. In 
addition, 28 other subscribers in- 
dicate their willingness to go along 
under certain conditions. Thirty- 
four stations and one network 


have declined to come to BMB’s 
assistance. 

At mid-week, more than 140,- 
000 completed ballots had been 
received from the first wave of 
mailing now in progress for Study 
No. 2. 


Lever's New Swan Campaign 
Offers Lapel Locket 


Lever Brothers Co., Cambridge, 
Mass., is offering a Hollywood 
lapel locket valued at $1.50 for 35¢ 
and a Swan soap wrapper on its 
Bob Hope show. A full-page ad 
promoting the premium appeared 
in Life. In addition, the offer will 
be promoted in four-color ads in 
86 Sunday supplements. Cut-case 
cards, window and store banners, 
newspaper and hand-bill mats, 
entry blanks, take-one envelopes 
and cards also will be used. 

Customers sending for the locket 
will be invited to re-order match- 
ing pieces—three gold-color fleur- 
de-lis scatter pins for 50¢ and one 
Swan wrapper; tarnish-proof gold- 
color bracelet and locket that holds 
two pictures for 50¢ and one Swan 
wrapper, and fleur-de-lis earrings 
for 25¢ and one Swan wrapper. 


ANA Hears Plea 
for More Ads in 
Business Papers 


Hot Sprincs, Va.—Greater em- 
phasis on business paper advertis- 
ing as a means of “speeding sales” 
was suggested by several speakers 


ANA Meeting 


at an industrial session of the As- 
sociation of National Advertisers 
meeting here last week. 

Business papers, said S. H. 
Giellerup, partner of Marschalk 
& Pratt Co., New York agency, are 
“the leading national medium. 
They are used by 10,000 advertis- 
ers, more than any other. These 
advertisers publish more messages 
than the advertisers in any other 
medium—something like 1.000,000 


R’ 
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“for outstanding and meritorious service in encouraging, 
fostering, promoting and developing American ideals of freedom and 
for loyal and devoted service to the nation and 

to the communities served” 


DIO station WLS has just received the 
1948 Alfred I. DuPont Radio Award. 


From among all the nation’s large radio sta- 
tions, WLS was selected as the one best achiev- 
ing the above objective. 

This recognition was based principally upon 


“Adventures in Freedom,” 


dramatic program 


presented each week as part of Prairie Farmer- 
WLS “School Time,” educational series heard 


daily in thousands of classrooms. 


“Adventures 


in Freedom” is designed to stimulate young 
listeners to an appreciation of our American 
heritage of freedom; to point out how that 
heritage applies to everyday living, and to 
awaken individual responsibility toward the 
preservation of the American way of life. 
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Since its founding in 1841, 


yr 


Prairie Farmer 


has been zealous in promoting the educational 
needs of its territory, and as early as 1925, 
WLS originated its “Little Red Schoolhouse”’ 
programs. Since 1937, Prairie Farmer-WLS 


has broadcast 


“School Time,” 


planned with 


the help of an advisory council of educational 
leaders, to supplement and enrich the regular 
classroom curriculum. Every issue of Prairie 
Farmer, during the school year, carries articles 
augmenting this educational series. 
Although education is only one of many 
services we provide, of needs we fill, it typifies 
the reason why Prairie Farmer-WLS is wel- 
comed as a friend in millions of Middlewest- 


ern homes. 


WE 
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Advertising Age, March 28, 1949 
pages a year.” 

Led by the Iron Age, Mr. Giel- 
lerup showed, 15 business papers 
“carry more advertising than any 
general consumer magazinc.” 


ws This “$200,000,000 medium is 
bigger than women’s magazines, 
farm papers, or all outdoor... The 
sales potential of the market 
reached by business papers is 
gigantic.” 

He pointed out that the cost o: 
business paper advertising is no! 
“the measure by which to gauge 
the amount of money and effort 
to put into the copy.” If agencies 
cannot do a good business pape: 
job on the commissions involved 
they should get the difference fror 
clients in fees. 

Copywriters should go out in the 
field to learn the problems and the 
language of business paper read- 
ers—plumbers, architects, hospita! 
superintendents and others. Bus- 
iness paper copy requires “ex- 
ceptional skill.”” When a copywrit- 
er promotes soap or tobacco to the 
general public, he knows more of 
the product than “the average 
user will ever know.” But business 
paper readers “know more about 
the subject than he will ever 
know.” 


a Mr. Giellerup concluded: “Take 
a look at your trade, industria! 
and professional markets. What 
would it be worth to you to double 
your sales—or even boost them 
10%? Think about the opportunity 
and forget about the low cost of 
space.” 

Taking a fresh look at Amer- 
ican business paper advertising, 
after three years with the Amer- 
ican Military Government in Ger- 
many, Laughlin A. Campbell, 
Mergenthaler Linotype Co., said 
that such advertising should not 
be regarded as a “stepchild.” 

He wondered, however, if bus- 
iness paper costs “have been low 
because these papers have not done 
a job for which they can charge 
any more.” In the graphic arts 
field for example, Mr. Campbell 
added, “I sometimes wish they 
were fewer in number and better 
in quality. 


a “If we paid $1,000 instead of 
$150 a page... wouldn’t we adver- 
tisers be in a position to demand 
that the paper make a greater in- 
vestment in the industry it serves, 
and do a bit of basic market re- 
search, in order to provide better 
editorial coverage?” 

William A. Marsteller, Rockwel! 
Mfg. Co., president of Nationa! 
Industrial Advertisers Association, 
described various methods of prov- 
ing the effectiveness of industr 
advertising. J. F. Apsey Jr., Bla 
& Decker Mfg. Co., answered |: 
question, “Are business papers 
really read? ,” with a report of th 
first study in the Continuing Stud 
of Business Paper Reading, ! 
Advertising Research Foundatio 

Henry Metz of Addressograp! 
-Multigraph Corp. presented ca 
histories showing how to equ 
salesmen to do a better job und 
today’s competitive conditions. 


DuMont Reports Net Profit 
Increase of $2,000,000 


Allen B. DuMont Laboratorics, S, 
Inc., New York, increased its n 
profit to $2,701, 000 in 1948, co! 
pared with $563, 677 in 1947, I 
Allen B. DuMont, president, r- 
ported last week. Sales in 19 
totaled $26,859,000, against $1 
109,172 the preceding year. 

All DuMont divisions shared 
the profits with the exception 
the network, which continues | 
operate at a loss, he said. 
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IF YOU Pig CAR. CARDS 
Send for FREE Sample 


“CARDISPLAY 


UNIQUE POINT-OF-SALE 


- CAR-CARD HOLDER - 


CARDISPLAY CO. 
1004 MARQUETTE AVE., MINNEAPOLIS, M 
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“Our Protessor Wishhard found, atter careful study, thaf 


it would be easter to win games al 


we simply changed the rules /” 


Never forget your A.B.C. ... The Audit 
Bureau of Circulations is the foundation of America’s system 
of mass distribution through advertising. 


@ Measuring circulation by counting actual 
copies sold is the hard, realistic way of verify- 
ing value. It became standard practice with 
the advent of A.B.C.—back in 1914—and 
brought advertisers out of the wilderness. 


Now some young folks, who never knew the 
confusion of unverified circulations, would 
have us return to that type of practice. Re- 
jecting our present businesslike way of com- 
puting circulations, they are concocting new 
rules from thin air to replace our system of 
verified facts. Ah, youth, youth! —go back and 
learn your A.B.C.’s. 


In The American Weekly your advertising 
goes into 9,410,561 homes from coast to coast 
—through 20 great Sunday newspapers whose 
circulations are audited by the A.B.C.—the 


largest audited circulation offered by any 
magazine in the world . . . and at the lowest 
cost, as shown below: — 


Cost per color 
audited page per thou- 
circulation sand circulation 


The American Weekly . 9,410,561 $2.36 
rrr: ”° 8 =—«sl ile a 
Saturday Evening Post. 3,923,606 4.08 
Collier’s .....+«-e-e.- 2,899,175 3.88 
EME ss esissetss eeeee©6| 6633 


Stick to your A.B.C. for quantity of audited cir- 
culation, but look to editorial performance for 
intensity of readership and interest. 


Examine any copy of The American Weekly and 
note how skillfully it is edited for the millions— 
running the gamut of basic human interests from 
love, sex, romance, mystery and tragedy, through 
science, education, history, health and religion. 


Is it any wonder that the editor daily receives 


ES aoa Weare Be Re ter: rhe eine Um aOR RS AiR Te 
eas test Dae GAS pe kt beeps oot ieee 


such letters as this one, from a Government 
Agency?—‘‘The Office of Vocational Rehabilitation is 
much interested in reprinting the excellent article, ‘Sud- 
denly he was Blind.’ which appeared in The American 
Weekly. We are currently rehabilitating 2500 blind 
persons, and 4500 with visual defects, each year. We 
wish to distribute 25,000 reprints of your article.”’ 


Or this one from a teacher of religion: —‘‘While 
discussing the Genesis account of The Flood, one of my 
students mentioned having read, in your magazine, ac- 
counts of a great flood in South America. I would ap- 
preciate a copy of that article.’ The article referred to 
entitled, *‘Lost—One Whole Ocean”’ was published in 
the issue of January 27, 1946. 

Yet The American Weekly is not devoted 
primarily to the social services and religion. 
Each issue is edited for, and appeals to, the 
millions—9,410,561 A.B.C. circulation. 


THE /((MERICAN 
Ciel \VEEKLY 


*‘A Hearst Publication’’ 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N.Y. 
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‘Post-Intelligencer’ Starts 
New Afternoon Edition 


The Seattle Post-Intelligencer, 
morning Hearst paper, launched a 
late afternoon edition on March 21, 
scheduled for street sale at 4 p.m. 
daily. Home deliveries in the met- 
ropolitan area also will be made for 
this edition under the slogan, “At 
your door at half-past four.” 

Known as the “P.I. red line 
edition,” the newspaper will com- 
pete directly with Seattle’s only 


afternoon daily, the Times. The 
circulation campaign is being 
handled by J. W. Kenney, circula- 
tion director of Hearst News- 
papers, and King Mills, circulation 
manager of the Post-Intelligencer. 


Mantho Joins Borden 


Robert S. Mantho, formerly 
writer-editor in public relations 
for the Labor Relations Institute, 
has joined the public relations staff 
of Borden Co., New York. 


BRIGGS OUTDOOR 
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Clough Heads ‘Tide’ 
as Thayer Resigns 


New YorK—Reginald Clough, 
editor of Tide since 1942, last week 
was elected president of Tide Pub- 
lishing Co. He succeeds Edwin F. 
Thayer, who has resigned. 

Mr. Clough joined Tide in 1937, 
left to work on Time, and re- 
turned to Tide in 1939. He sub- 
sequently became managing editor, 
and editor in 1942. He will continue 
to edit the magazine, he told AA. 

Mr. Thayer joined Tide as pub- 
lisher in 1942, after being eastern 
advertising manager for ADVERTIS- 
ING AGE and Industrial Marketing. 
He has recently served as chair- 
man of the Advertising Council’s 
business paper committee. 


Thayer and Clough, along with 
Jake F. Weintz, vice-president and 
advertising director, and Leo F. 
Haggerty, secretary-treasurer, have 
been major stockholders in the 
company, acquiring the stock over 
a period of years from Raymond 
Rubicam, the magazine’s original 
owner. No change in stock owner- 
ship is contemplated at present, 
Mr. Clough told AA, nor will there 
be any immediate changes in the 
magazine’s executive personnel. 


KQW Appoints Dundes 


Jules Dundes, advertising and 
sales promotion manager for Col- 
umbia’s New York outlet, WCBS, 
for the last nine years, has been 
appointed director of sales and sales 
promotion for KQW, CBS owned 
station in San Francisco. 
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Copyright 1948, 
The New Yorker Magazine, Inc 


% of THE NEW YORKER’ circulation is concentrated in the 41 city-trading areas 


where most of the retail dollars are spent. And in those 41 richest areas, top stores 


rate NEW YORKER subscribers among their most profitable customers—a fact proven 


many times by checking charge accounts. Sales directly traceable to advertisements in 


THE NEW YORKER also show that NEW YORKER readers are not allergic to price tags. 


They spend the most where the most is spent. 
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Winchell Hits Top 
of Hooper Report: 
CBS Leads the List 


New YorK—ABC’s Walter Win 
chell, speaking for Kaiser-Frazer, 
topped the March 15 Hooper re- 
port with a score of 26.1. CBS 
took seven of the first 15, NBC 
five, and ABC three. 


The nighttime favorites: 
bebe J Winchell (Kaiser-Frazer) 


seieiahiaesiniannentsiaiidcieiali Riatidteasiasatistenpionaan 26 1 
Radio Theater (Lux), CBS .................... 26 0 
Fibber & Molly (Johnson's 
RR Se 25 1 
Jack Benny (Lucky Strike), CBS ...... 23.8 
Godfrey's Talent Scouts (Lipton’s 
PR tee i 23.3 
Bob Hope (Swan), NBC ......c-ccccccscsccccssesss. 210 
My Friend Irma (Pepsodent), CBS ....20.8 
Stop the Music (Old Gold, Speidel, 
Smith Bros., Eversharp), ABC ........ 207 
Louella Parsons (Jergens), ABC .......... 193 


Duffy’s Tavern (Bristol-Myers), NBC ..17.! 


Amos 'n’ Andy (Rinso), CBS ................ 164 
Mr. Keen (Whitehall), CBS. .................... 16.3 
People Are Funny (Raleighs) , NBC ....16.2 
Mr. D. A. (Bristol-Myers), NBC ........ 16.0 
Crime Photographer (Toni), CBS ........ 15.6 


Average evening rating was 10.6, 
unchanged from the last report 
but down 0.8 from a year ago. Sets- 
in-use averaged 33.7, down 0.3 
from the last report and 1.3 from 
a year ago. 


w Arthur Godfrey kept pace with 
the soapers in the daytime list, 
which includes six Columbia and 
five NBC shows. 


Mrs. Housewife’s choice: 
Ma Perkins (Oxydol), CBS 
Godfrey (Gold Seal, National Biscuit, 

Ul A 
Helen Trent (Whitehall), CBS. ............. 8.1 
Our Gal, Sunday (Anacin), CBS 
Big Sister (Ivory), CES .......ccesccc.ccocccosseses 7.8 
Stella Dallas (Sterling), sa 7.7 
Rosemary (Ivory), CBS ee i 

7.1 
7. 


Backstage Wife (Sterling), NBC ..... 
Widder Brown (Sterling), NBC ...... 
Pepper Young (P&G), NBC .................... 7.0 
A Girl Marries (General Foods), NBC ..7.0 


Average daytime rating was 5.0, 
down 0.3 from the last report and 
a year ago. Average sets-in-use 
was 19.3, down 0.7 from the last 
report and 1.5 from a year ago. 

Mutual did well with Sunday 
afternoon listeners, who rated the 


broadcast fare as follows: 

The Shadow (Delaware, Lackawanna 
& Western Coal Co.), MBS ......... 1 

True Detective (O’ Henry 


gg 9.2 
House of Mystery (General 

US See 8.9 
Quick as a Flash (Helbros) , “MBS . wt ee 
One Man’s Family (Standard 

Brands), NBC ' 7.5 


Nonas Appoints Yellin 

David Yellin has been named 
radio and television director of 
Elliott Nonas Advertising, New 
York. He was assistant to the pro- 
ducer of the Broadway musical, 
“Inside U.S. A.” 


( Advertisement) 


Named by Pal Blade 


aul Christian who has been appoin ¢¢ 
director of sales and advertising © 
the Pal Blade Company, Inc. 1 
Christian reads The Wall Street Jc u- 
nal regularly. He is among the 37 3” 
sales and advertising executives 0 
the American business front (0 @ 
total audience of 223,641 business 1: 1¢- 
ers) who consider America’s only .4- 
tional business daily “must read 1 
for important up-to-the-minute n: ws 
That is the reason so many advert :e" 
choose The Wall Street Journal- 1»° 
why. if you advertise to business, [h¢ 
ve Street Journal should head | 0 
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with First 3’s 
SUNDAY PUNCH : 


Give your advertising CONCENTRATED POWER in the 
Important Industrial North and East. In 391 counties 
in this area — representing 43% of total U. S. retail 
sales — FIRST 3 MARKETS GROUP delivers 48% average 
family coverage. 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 
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Rotogravure « Colorgravure 


Picture Sections « Magazine Sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 + Chicago 11, Ill., Tribune Tower. SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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Kaiser-Frazer Opens 
$145,000 Contest 


New YorK—Kaiser-Frazer Sales 
Corp. last night. (March 27) in- 
vited Walter Winchell listeners to 
write a 25-word essay on the 
Kaiser. The winner, in each of the 
company’s 145 territories in the 
United States, will receive $1,000 
toward the purchase of a new 
Kaiser or Frazer. 

Mr. Winchell made the offer on 
his ABC broadcast. Entries for the 
two-week contest are to be mailed 
to Kaiser-Frazer Contest, P. O. 
Box 12, New York. 

Entries must be made on a “fact 


sheet” which can be obtained from 
Kaiser-Frazer dealers. William H. 
Weintraub Co. is the agency. 


Plans Face Cream Campaign 


Colgate-Palmolive-Peet Co., Jer- 
sey City, will shortly release a 
national magazine campaign for 
Cashmere Bouquet all-purpose face 
cream, in three sizes, 50¢, 25¢ and 
10¢. Sherman & Marquette, New 
York, is the agency. 


General Fruit to Newhoft 
Theodore A. Newhoff Adver- 
tising Agency, New York, has been 
named to handle the advertising 
of General Fruit Products Co., 
Point Pleasant, N. J., maker and 
distributor of Cramore’s crystals. 


SERVICE 


BINDERY CO.,, Inc. 
SUPerior?-5105 


For guality Biudery Serucce 
PORTFOLIOS * MOUNTING | 
DIE-CUTTING 


° EASELING 


PAPER and BOARD LINING. 


GRAND AVE., CHICAGO 11, ILL. 
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FREE 
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Carp at Papers’ 


Inventory Setup 


Wulfeck Sniffs ‘Bad 
But Useful’; Tveter 
Asks ANPA to Oversee 


New YorK—“Bad as newspaper 
research has been on the average, 
it has been useful,” said Dr. Wal- 
lace H. Wulfeck, vice-president 
and director of research, Federal 
Advertising Agency, and member 
of a three-man open discussion 
board at the New York chapter 
of the American Marketing Asso- 
ciation’s March meeting last week. 

Dr. Wulfeck, in criticizing news- 
paper research, suggested that they 
avail themselves of expert talent 
at their disposal without cost. 


Mentioning independently organ- 
ized committees of experts, like 
the Advertising Research Founda- 
tion, National Association of News- 
paper Representatives’ technical 
committee and ANPA’s Bureau of 
Advertising, Dr. Wulfeck said that 
newspapers should be urged to 
participate in cooperative research 
programs in order to produce 
more useful, more reliable and less 
expensive materials. 


a T. Norman Tveter, media di- 
rector, Erwin, Wasey & Co., fol- 
lowed Dr. Wulfeck’s basic thoughts, 
adding that cooperation between 
media and agencies will eventually 
assist newspapers in turning out 
usable and constructive material. 

In criticizing consumer and 
dealer brand inventories, Mr. Tve- 
ter pointed out that findings of 
ten city studies, now available, 
are in no sense representative of 
a national picture. 

“Nielsen, Industrial Surveys and 
some few other research organi- 
zations, reports that cost plenty 
but are worth the money, are all 


Got a minute? 


Click, clack. Heels are on their way, 
busily. Then they halt. What halts 
them? An idea, often; or a phrase like: 
“Got a minute? Have a Hires!” 
And heels turn toward the Hires 
fountain dispenser, impulsively intent 
upon the “nicest minute money can 


buy.’ 


5] 


Back from the stores, too, comes 
Hires—in 6-bottle home carriers, and 
in quarts, 


Hires Root Beer was an over-the- 
counter favorite in 1869. Today this 


product of our client, Charles E. 


Hires 


Company, is still high on the best- 


seller list. 


* 


N. W. AYER & SON, INC. 


Philadelphia, New York, Chicago 


Detroit, San Francisco, Hollywood, Boston, Honolulu 


Advertising Age, March 28, 1949 


that are useful for national 
and most sectional advertisers,” 
he said. 

To remedy current practices, 
Mr. Tveter suggested that the en- 
tire responsibility for sound re- 
organization be given to ANPA'’s 
Bureau of Advertising, with fina] 
authority to act in the interest oi 
all newspapers and advertisers. 


sa Commenting on retail produc: 
sales movements over a period o' 
months, Mr. Tveter disclosed tha 
during a monthly consumer inven. 
tory panel approximately 80% o 
a specific product moved at retai 
in a six-month period, also tha‘ 
within the top six-month perioc 
retail movement varied from 6% 
to close to 20%. 

Concluding his remarks, Mr 
Tveter said, “Advertising reader- 
ship studies are entirely inade- 
quate in their scope until adver- 
tising readership is carried on to 
include product movement studie: 
to find out what happens in the 
retailer’s cash register as a result 
of certain campaign and cop) 
strategy rather than individual ad- 
vertising reading for a report to 
the board of directors.” 

Rounding out the three-man 
forum, Sam E. Gill, director of 
research, Sherman & Marquette 
classified consumer and deale 
inventories in order of value, plac- 
ing the dealer or store type inven- 
tory at the head of the list, fol- 
lowed by the consumer inventory 
and the consumer purchase study 
However, he pointed out that even 
the most valuable type of inven- 
tory can only be of use when cor- 
rectly conducted. 


Carbona Signs for Video 


Carbona Products Co., Long 
Island City, N. Y., is sponsoring 
twice weekly television participa- 
tions on “Man in the Street” over 
WABD in New York. The product 
featured is Carbona wax shoe 
polish. Video expansion to other 
cities is contemplated. Ralph Harris 
Advertising Agency, New York, is 
th agency. 


Rejoins Bonneville Power 


Nelson C. Hazeltine, advertising 
director of Lipman, Wolfe & Co 
Portland, Ore., has resigned to re- 
turn to his former position as di- 
rector of information of the Bon- 
neville Power Administration. Bil! 
Staats, who held that position tem 
porarily, will now head the sectio 
on press relations. 


BSF&D Adds Six to Statf 

Brooke, Smith, French & Dor- 
rance, Detroit, has added the fol- 
lowing to its staff: Howard W. Ed- 
wards, art; Robert W. Kellogg J 
and Ronald M. Walker, copy; Ger- 
ald M. Millar, traffic; Edward D 
Stroyke, production, and Willian 
A. Walker, research. 


O’Connell Leaves Mart 

M. V. O’Connell has resigne: 
after three years as director 0 
public relations of the Merchan 
dise Mart, Chicago, effective Apr 
1. Prior to joining the Mart he wa 
executive promotion director of th: 
Chicago Herald-American. 


WCAU Promotes Owen 

Carl Owen has been appointe | 
assistant commercial manager «! 
WCAU and WCAU-TV, Philade'- 
phia. Sales representative for t)« 
stations for the past three yea! 
he has been with WCAU for eig’ ' 
years. 


remember 


Business 
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SHORT COPY —in the public interest 


“Year after year, in a few well-chosen words — and as a donated public 
service — the Outdoor Advertising Industry, through the Advertising 
Council. has helped take the message of the Red Cross to the millions 


whose contributions make possible its continued work of mercy.” 


’ 
f ~ Ok A 
BASIL O'CONNOR 


President 
THE AMERICAN NATIONAL RED CROSS 


This advertisement—one of a series now being 
placed in advertising publications—is paid for 
by a group of outdoor advertising companies in- 
terested in promoting a better understanding and 
greater appreciation of the medium everywhere. 


STANDARD OUTDOOR ADVERTISING INC. * 444 MADISON AVE. * NEW YORK 22, N. Y. 
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Will Air ‘Pass the Buck’ 


Roman Meal Co., Tacoma, Wash.., | 


has signed to sponsor a new 
audience participation show, “Pass 
the Buck,” beginning March 29 
over all CBS western state stations 
except Texas and New 
The program will be heard at 7:30- 
8 p.m., PST, for 52 weeks. Milne- 
Heffernan, Seattle, is the agency. 


Mexico. | 


|Kuscher Rejoins DeJur-Amsco 
Jack J. Kuscher, formerly with 


|'Franklin Photographic Industries, p 

has rejoined DeJur-Amsco Corp., . 

Long Island City, in the newly Bal] Th tt 
created capacity of general sales | as rea 0 


manager. Prior to his association | 
|with Franklin, Mr. Kuscher held 


| sales positions with DeJur, Pathex, | Business Papers 


Agfa and Keystone. 


Photostats 


FOR ADVERTISING 


410 N. MICHIGAN AVE. 


New YorK—Fifty-one per cent 
of all business papers mailed sec- 
ond class are threatened with be- 
‘ing forced out of business if HR. 
| 2945 to increase postal rates is en- 


540 N. MICHIGAN AVE. 
185 N. WABASH AVE. 


Postal Rates 


acted, Associated Business Papers 
declared last week in a continua- 
tion of the hearings before the 
House committee on post office 
and civil service in Washington. 
Calling the proposed increase of 
300% confiscatory, unsound and 


111 £. DELAWARE ST. 


unrealistic, ABP cited a study of 
191 business, technical and scien- 
tific publications which shows that 
the 1948 second class postage bill 
of $1,381,375 paid by these publi- 
cations would jump to $4.047,319 
in the first year, and to $6,057,080 
in the second year, after enact- 
ment of the pending bill. Fifty- 
one per cent of these publications 
enjoyed average earnings of only 
$10,423 in 1948, and each would 
have suffered a net loss of $3,605 
the first year, and $14,187 the 
second year, if HR. 2945 had been 
in effect. 

As a decline in ad volume rang- 
ing up to 25% is indicated in 1949, 
the proposed increase would cause 
most of the remaining group of 
49% to suffer a net loss. 


ws Any increase should not be in 
excess of normal increases for 
commodities and services, or no 
more than 10%, ABP declared. 
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Taxes are UP 


Cost of living is UP 


- + - But WGN cost per 1000 homes is DOWN 


in February-March, 1946 the cost per 1000 homes reached per average quarter hour rating 


AM-12 midnight, based on time cost only, was $1.11. 


Two years later, same months, this figure for a thousand homes reached was down to 88c. 
That’s what you get when WGN, serving the Middlewest, is your Chicago radio station. 


NOTE: More cbout more for your 
money in succeeding ads 


Chicago 11 


MBS 


235 Montgomery St.. San Francisco 4 
710 Lewis Bldg., 333 SW Oak St.. Portland 4 


See actual proof below 
that WGN covers more 
homes for your dollar 


*Nielsen Radio Index 


Eastern Sales Office; 220 East 42nd Street. New York 17, N. Y. 


West Coast Representatives: Keenan and Eickelberg 
e 2978 Wilshire Bivd.. Los Angeles 5 


& 


Advertising Age, March 28, 1949 

Pointing out the value of its 
publications, ABP said: “The 
business press serves all industry, 
large and small. In fact, a majority 
of subscribers and advertisers are 
in the class of small business. They 
receive the business publications 
in their fields to learn and apply 
the developments, techniques, and 
practices of their particular in- 
dustry. These ‘small businesses’ 
regularly use the advertising pages 
of business publications as an ec- 
onomic means of bringing their 
products and services to the at- 
tention of their potential custom- 
ers on an eaual basis with those of 
their larger competitors. 

“Deprive small business of this 
medium and just as surely you 
will stifle ‘small business.’ ” 

ABP members appearing before 
the House committee included 
President E. F. Hamm, Traffic 
World; James G. Lyne, Simmons- 
Boardman Publishing Co., and 
Godfrey M. Lebhar, Chain Store 
Age. 


ABC Promotes Three Western 
Division Executives 


Three officials of American 
Broadcasting Co.’s western divi- 
sion, Hollywood, have been pro- 
moted. Frank Samuels, acting head 
of that division since January, has 
been named general manager. John 
I. Edwards, acting program man- 
ager, was appointed program di- 
rector. 

Leonard Reeg, ABC producer 
since 1942, was named promotion 
manager for the West Coast. 


Four A’s Unit Elects 


Gene Duckwall, business mana- 
ger of Foote, Cone & Belding, has 
been elected chairman of the 
southern California chapter of the 
American Association of Adver- 
tising Agencies. Robert Shirey, of 
J. Walter Thompson Co., was re- 
elected vice-president, and Charles 
Hawkins, Barnes Chase Co., has 
been named secretary-treasurer. 


BE KIND | 
TO YOUR 
ULCERS! 


We're not doctors, but when it comes 
to tabulating, calculating, typing and 
Vari-Typing operations, we have 
what it takes to relieve you of all 
those ulcer-breeding worries. Whether 
it's marketing research tabulations, 
analytical reports, temporary office 
help or just plain typing when your 
own staff is overloaded, you can turn 
to us instead of your aspirin bottle. 
Just give us a try and you'll see what 
we mean. Call our nearest ofhce. 


TABULATING + CALCULATING + TYPING 


MARKETING RESEARCH TABULATIONS 


(in your office or ours) 


AL 
sTATIST ic 
TABULATING COMPANY 


M.R. Notoro, President 


53 W. Jackson Bivd., Chicago 4, Ill. HA 7- 2700 
50 Broadway, New York 4, N.Y. WH 3-8383 
Arcode Building, $1. Lovis 1, Mo. CH-5284 
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April 6-7. American Association 
of Advertising Agencies, Green- 


brier Hotel, White Sulphur 
Springs, W. Va. 

April 6-12. National Association 
of Broadcasters, 27th annual con- 
vention, Stevens Hotel, Chicago. 

April 12-13. Point of Purchase 
Advertising Institute, Hotel Bilt- 
more, New York. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 

April 26-28. American News- 
paper Publishers Association, Wal- 
dorf-Astoria, New York. 

April 29-30. National Association 
of Litho Clubs, annual convention, 
Mayflower Hotel, Washington, D. 
hs 

May 1-2. Wisconsin Advertis- 
ing Managers Association, Hotel 
Schroeder, Milwaukee. 

May 2-5. Chamber of Commerce 
of the United States, 37th annual 
meeting, Washington, D. C. 

May 6-7. Pacific Northwest 
Newspaper Advertising Executives, 
spring meeting, Multnomah Hotel, 
Portland, Ore. 

May 10-12. International Coun- 
cil of Industrial Editors, eighth 
annual convention, King Edward 
Hotel, Toronto. 

May 10-13. American Manage- 
ment Association, national con- 
ference on packaging, packing and 
shipping, and packaging exposi- 
tion, Atlantic City. 

May 18-21. Associated Business 
Papers, spring meeting, The Home- 
stead, Hot Springs, Va. 

May 20-21. International Affili- 
ation of Sales and Advertising 
Clubs, annual meeting, Hamilton, 
Ont. 

May 23-24. Inland Daily Press 
Association, spring meeting, Con- 
gress Hotel, Chicago. 

May 23-25. National Federation 
of Sales Executives, annual con- 
vention, Stevens Hotel, Chicago. 

May 29-June 1. Advertising 
Federation of America, 45th an- 
nual convention, Rice Hotel, Hous- 
ton, Tex. 

June 6-7. American Marketing 
Association, mid-year conference, 
Sheraton Hotel, St. Louis. 

June 12-15. National Industrial 
Advertisers Association, 27th an- 
nual conference, Hotel Statler, 
Buffalo, N. Y. 

June 20-21. Public Utilities Ad- 
vertising Association, annual con- 
vention, Hotel Netherland Plaza, 
Cincinnati. 

June 26-29. Newspaper Adver- 
tising Executives Association, 
summer meeting, Hotel Roosevelt, 
New Orleans. 

Sept. 11-15. Advertising Spec- 
ialty National Association, 46th 
annual convention and trade show, 
Palmer House, Chicago. 

Sept. 21-23. Direct Mail Adver- 
‘ising Association, annual con- 
‘erence, Congress Hotel, Chicago. 

Oct. 17-18. Inland Daily Press 
\ssociation, annual meeting, Con- 

‘ess Hotel, Chicago. 

Oet. 19-22. Financial Public 
ieiations Association, 34th annual 

onvention, Edgewater Beach Ho- 
el, Chicago. 


U.S. Steel Hits Sales 


Peak 2nd Straight Year 
For the second successive year, 
.S. Steel Corp. established a 
ew high in total dollar sales dur- 
ig 1948, which amounted to $2,- 
31,508,535, compared with the 
revious record of $2,122,786,243 
1 1947, 
Income for 1948, equivalent to 
profit of 5.2% of sales, amounted 
$129,627,845, compared with 
27,098,148 in 47. The company’s 
inual report emphasized that the 
8 amount, on the basis of return 
Sales, “‘was the smallest for any 
ar of comparable rate of opera- 
ms in U.S. Steel’s entire peace- 
ne history.” 


Storadio Advertising 
Elects Officers 


Harold E. Anderson has been 
elected president of Storadio Ad- 
vertising Co., Des Moines, national 
sales representative for companies 
engaged in store broadcasting. Cy 
Newman, general manager of 
Super Market Advertising Co. and 
radio director, Meneough, Martin 
& Seymour, Des Moines agency, 
has been named executive vice- 
president and general manager, 
and Melvin E. Seymour, secretary- 
treasurer of Meneough, Martin & 
Seymour, has been appointed 
secretary-treasurer. 

Offices have been opened in New 
York at 52 Vanderbilt Ave., with 
Ernest P. Baldwin as resident man- 
ager, and in Chicago at 228 N. La- 
Salle St., with Milton S. Wolken 
as resident manager. 


KMOX Appoints Middleton 


Warren W. Middleton has been 
named director of sales promotion 
of Station KMOX, St. Louis. 


Six Name Rominger Agency 

Rominger Advertising Agency, 
Dallas, has been retained to handle 
the advertising of the Southwest- 
ern Electric Service Co., Dallas; 
Dallas Association of Life Under- 
writers; Allan W. Bowser Co., 
butane, propane and liquid gas 
equipment distributor; Muzak, Inc., 
Dallas and Fort Worth; Farmer 
Foundation, and George W. Owens 
Lumber Co. 


Giegerich Rejoins N-E 

Carl R. Giegerich, former vice- 
president of Cecil & Presbrey, New 
York, has rejoined Newell-Em- 
mett Co., New York, as an execu- 
tive on the E. R. Squibb account. 
Mr. Giegerich was with Newell- 
Emmett prior to the war as a 
service executive. 


Gets Baseball Account 

The Philadelphia National 
League Baseball Club has ap- 
pointed Weightman, Inc., Phila- 
delphia agency, to handle its ad- 
vertising. 


GOODLOE £. MOORE, iscoreorare 


announces the afipotntment of 


aa MILLS, LUND & MANN, INC. 


53 WEST JACKSON BOULEVARD - CHICAGO 
as adverlising and publictly counsel 
fer all divisions 
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COUNSELS IN ADVERTISING « PRODUCT PUBLICITY 
PRODUCT DISPLAY « MARKETING 


ea 


“Just throw the top one in the 
wastebasket, Miss Grey... 


THAT FIRM’S MAILINGS ARE 


ee Rep e*, 2 He recognizes “that firm's” mailings because of the let- 

terhead and the characteristic blue paper. That’s good. 
ea ee But he knows from experience that the bulletin will 
Nahe Ra Tag be fuzzy, blurred, hard-to-read. He won’t bother to 
CVgtieg decipher it. And that’s bad. 

YOUR prospects won’t bother to read your mimeo- 
graphed mailings unless they’re clear, sharp, easy- 
to-read. 

Hammermill Mimeo-Bond helps you get clean, leg- 
ible copies— more than 5,000 from one stencil! And 
this mimeograph paper comes in white and six 
distinctive colors. You can put your message on a 
“characteristic” 
your representative. 

We'd like you to test Hammermill Mimeo-Bond 
for yourself—free. Just attach the coupon to 
your business letterhead for the 100-sheet trial 
packet. With it we'll include “Better Stencil 
Copies,’’ the Hammermill idea-book that tells 
you how to get better results from your stencil 
duplicating equipment. 


Send this coupon now . . . test Hammermill Mimeo-Bond for yourself 


color, instantly 


BAMMERMIL) 


MIME 


0-BON 


iLL prRovouct f 


ALWAYS TOO BLURRY TO READ!” 


identified as 


Hammermill Pa 
1459 East Lake Road, Erie, Fennsy.\ aii 


Please send me—FREE—the 100-sheet 
test packet of Hammermill Mimeo-Bond and a copy of 
“Better Stencil Copies.”’ 


Name 


Company 


Position 


ee 


(Please attach to, or write on. your business letterhead AA.3-28 
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The Case of The Art Directors’ Awards 


Point-of-purchase interests are 
up in arms against the action of 
the Art Directors Club of New 
York in accepting entries in the 
point-of-purchase classification 
and then refusing to confer an 
award for this classification, or to 
show any point-of-purchase mate- 
rial in the club’s 26th exhibition 
of advertising and editorial art. 

The comment of one display 
producer that “surely some dis- 
play must have merited ‘best of 
class’ regardless of how the jury 
appraised it on the basis of gen- 
eral art standards” seems to us 
eminently reasonable and sound, 
but the art directors say they gave 
no awards in this classification 
because the entries “were of such 
low quality they would not stand 
up against the excellent quality 
in newspaper and magazine adver- 


tising.” 
The incident increases our own 
uneasiness about advertising 


award competitions of all kinds. 
We feel that such competitions can 
serve a useful purpose, but we are 
coming to feel, more and more, 
that their usefulness can be vi- 
tiated and turned into a negative 
factor if they are not carefully 
handled. The difficulty, of course, 
is the possibility of confusion be- 
tween professional standards of 
excellence for components of an 
advertisement, and practical stand- 
ards of excellence based on the 
sales power of advertisements. 
The Art Directors Club is pre- 
sumably judging “advertising art,” 
which means art used in advertis- 
ing. They are undoubtedly compe- 


tent, and within their rights, to 
decide what is “good” art used in 
advertising and what is not. But 
the danger inherent in this and 
all other competitions is that “good 
art” or “good layout” or “good 
copy” will automatically be con- 
sidered as synonymous with “good 
advertising.” 

Good art, or good layout, or good 
copy, certainly should contribute 
to making a good ad better. But 
it is folly to argue that one cannot 
have good, or even outstanding ad- 
vertising, without one or the other 
of these elements. The basic el- 
ement in good advertising is the 
ability to ring a cash register, 
either actually or figuratively, 
and copy, art, layout and design 
are merely means to such an end, 
unimportant in themselves, and 
useful only when they all con- 
tribute to the desired end. 

_ Also, since advertising is a mass 
persuasion instrument, there is the 
additional danger that  profes- 
sional competitions based on the 
components of advertising may 
lose the common touch, rewarding 
the material which appeals to the 
refined and esthetic tastes of the 
experts, rather than that which 
most successfully influences or 
persuades the mass of people whom 
it was originally designed to im- 
press. 

There is no easy answer io all 
these problems, but that does not 
mean they should be shrugged off. 
Those who conduct advertising 
awards competitions should be con- 
stantly aware of the problems and 
responsibilities confronting them. 


Parent-Teacher Groups and Comics 


The National Congress of 
Parents and Teachers, boasting 
over 5,000,000 members, has now 
declared war on comics magazines. 
It has, according to the March issue 
of its publication, “drafted a pro- 
gram of action that aims to outlaw 
all objectionable comic books and 
magazines.” And it presents, with 
a fine disregard for objectivity, 
an article by Dr. Fredric Wertham 
of New York which it introduces 
with this blurb: 

“In an effort to bring before our 
readers what experts have learned 
about this problem, we have called 
upon a prominent psychiatrist, 
long an ardent crusader against the 
comics, to present his diagnosis.” 

Dr. Wertham believes the worst 
about comics books, and makes no 
bones about it. He mistrusts all the 
experts who find some good in 
comics books, asserting that many 


of them “are paid by the comic 
book industry or by radio programs 
or movies using comic book char- 
acters.” He insists that “only the 
speedy enactment of a law banning 
all crime comic books from dis- 
play and sale to minors can rem- 
edy the situation.” And he does 
not trust the industry to develop 
self-improvement: “The comic 
book industry has shown that its 
talk, its publicity, its advertise- 
ments about self-improvement, 
about codes and purification, are 
so much eyewash.” 

It is our impression that Dr. 
Wertham presents a biased view, 
which in many respects is unfair, 
but the important point is that 
the comics book industry, and ad- 
vertisers using them, must ob- 
viously do a better job of self-im- 
provement and public relations if 


difficulties are to be avoided. 


—This Week Mogazine 


“Get that frozen stuff off my feet!” 


Slick Slack 


Elsewhere in these hallowed 
pages you'll be reading about 
James Playsted Wood’s “Maga- 
zines in the U. S.” We’d just like 
to point out, however, that Mr. 
Wood says very large magazine 
circulations lead to a pervading 
superficiality of content. 

He says the quality of magazine 
fiction has badly deteriorated, and 
some large magazines publish lit- 
tle material on subjects of social 
importance. 

This seems like a mouth-filling 
indictment, if true. But we suspect 
an urge to the esoteric has conned 
Mr. Wood away from truth in pub- 
lishing: The importance of mixing 
what your readers want with what 
the publisher thinks might be well 
for them to read. - 

Fact is, Mr. Wood, that a lot of 
our friends who certainly pass for 
intelligent people can hardly wait 
for the next instalment when 
Ernest Haycox is shootin’ ’em up 
for Collier’s. A research brain we 
know is an avid fan of Sax Roh- 
mer’s, and not long ago the Atlan- 
tic Monthly was doing push-ups 
to show it was not long-hair. 
Guess it depends on whom calls 
what superficial. 

As for social importance, Mr. 
Wood! Most magazines devote 
pages to problems they thirk will 
interest or inform their readers. 

And if they did not, 1949 is 
hardly a year short on reading 
with social implications. One of the 
Ad-libber’s principal gripes about 
postwar fiction is that it’s tough 
to tell whether the author started 
to tell a story or write a social 
tract. 

The “messages” with which cur- 
rent fiction is loaded are plentiful, 
and some authors with pulsating 
souls are so intent on delivering 
the word to their readers that 
they forget little details like action 
and character development. Long 
on significance but short on plot 
might be a pretty general epitaph. 

U. N. World had a very effec- 
tive piece of criticism some months 
ago on war books, called “Sym- 
bols Wearing Pants,” in which the 
critic argued that the men por- 
trayed in these books were hardly 
recognizable because they had 
been patterned to conform to a 
social stereotype. 

Not much of this has turned up 
in magazines, and the Ad-libber 
is grateful. 


Chattanooga Choo 

If you’re accustomed to thinking 
about the Association of American 
Railroads as always locked in mor- 
tal combat with the Interstate 
Commerce Commission, or the rail- 
way brotherhoods, you'll be de- 
lighted to know that within the 
AAR is a curious kind of folklore. 

The association recently listed 
some of the names of freight trains, 
a kind of sop to the railroaders 
who are bitter because the blithe 
public has so clutched the names 
of streamliners and fast expresses 


to its heart that it forgets the color 
in the movement of goods. 

“Reflecting the speed of modern 
freight trains are the familiar 
‘Cannonballs’ and ‘Redballs,’ as 
well as ‘Bullets,’ ‘Rockets,’ ‘Mete- 
ors,’ ‘Thunderbolts,’ ‘Blue Streaks’ 
and ‘Comets.’ 

“Taking their names from ani- 
mals, there are freight trains called 
‘Black Cat,’ ‘Bull Dog,’ ‘Blue 
Goose,’ ‘Greyhound,’ ‘Badger,’ and 
‘Man O’War.’ 

“Other trains, describing the 
services they perform, bear names 
such as ‘Vegetable Special,’ ‘King 
Coal,’ ‘Steel Special,’ ‘Textiler’ and 
‘Stock Special.’ 

“Although fitting no category, 
many freight train names are sam- 
ples of the imagination of those 
who operate and use the railroads. 
For example, there are the ‘Silk 
Hat,’ the ‘Bunyan Special,’ ‘Cousin 
Nelly,’ a ‘Dirty Shirt,’ ‘Cornucopia,’ 
a ‘Sally Rand’ and a ‘Mae West.’ 

“Most passenger train names 
come from the cities and areas 
which they serve, but they, too, 
have their colorful and unusual 
names such as ‘Miss Lou,’ ‘Crack- 
er’ and ‘Cabana.’ 

“Indian names such as ‘Iroquois,’ 
‘Chickasaw,’ ‘Chippewa,’ ‘Choctaw’ 
and ‘Hiawatha’ are popular, and 
numerous other passenger trains 
are named after people, animals, 
birds and flowers. 

“Origins of many train names 
have long since been forgotten; 
many were suggested by the 
shippers and travelers who use the 
railroads, and others just grew 
over the years and were accepted.” 


Jottings 

Redfield-Johnstone advertising 
agency complains that it was so- 
licited by the Mid-South Cotton 
News on an unusual arithmetical 
basis, $.05 per line or $3.50 per 
inch... 

Raymond R. Morgan Co., the 
outfit that owns Mutual’s “Queen 
for a Day,” has a slick house or- 
gan, called “Queen for a Day- 
oes 

Headline for 1949, from the 
ANPA Bulletin, “Newsprint should 
be priced attractively, says Mill 
Head”... 

In the April issue of Author & 
Journalist, a writer named Hal- 
lack McCord tells how to cure a 
creative dry spell... 

Ads in the Bangor Daily News 
sometimes carry a line like, “As 
advertised in Life, Look, Seventeen 
and the Bangor Daily News’... 

Do you know that I. H. Godlove, 
color editor of Webster’s New In- 
ternational Dictionary, says the 
eye can see about 10,000,000 col- 
ors. General Aniline & Film Co. 
has a Librascope Tristimulus In- 
tegrator, a calculus machine, which 
can distinguish more than 100,- 
000,000... 

Headline, from National Peanut 
Council: “Peanuts have their 
‘week’, too!’”’ April 3 to 9, it turns 
er 
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Rough Proofs» 


An advertiser who changed agen 
cies in °48 invited 14 others t 
solicit his account, he reported t 
AA. Probably wanted to see j 
they all pronounced “15%” th 
same way. 


Happy days are undoubtedly i; 
store for the audience to be serve | 
by that new Pennsylvania vide») 
station, which answers to the ca | 
letters of WICU. 


Van Raalte brags that in its 
Sandalo hosiery every single little 
piggie is revealed. What’s the use 
of having open-toed shoes if you 
can’t see the toes? 


PARIS IN THE SPRING DEPT. 


Lucien LeLong’s advertising man- 
ager, reports the world’s greatest 
advertising journal, is now in Paris 
helping to design the package for 
a new perfume. 


The buyer’s market in automo- 
biles may be assumed to have ar- 
rived when the ads actually tell 
you what the price of the job is, 


including heater, defroster and 
radio. 
gee 
“Perfume,” Ciro tells its lady 
readers, “is never used where 


you’re covered—but on your ears, 
chin, bosom.” 

Aren’t the new styles interest- 
ing? 


The only postwar invention that 
bids fair to rival the atom bomb 
is the “Magic Touch” ice cube 
tray that releases the cubes at a 
mere touch of the lever (it says 
here). 


Life insurance will seem far 
more attractive since the Lincoln 
National began quoting premium 
rates in terms of the monthly 
charge. 


“Philip Morris cancels ‘Kate 
Smith Sings,’”’ says the headline 

The hour was poor—around 
lunch; maybe she should be asked 
to sing for her supper. 


“Crosby urges auto industry to 
get into TV,” reports ADVERTISING 
AGE. 

It might have been Bing, but 
it was John. 


WMOR, a new Chicago FM rad 
station, has announced an opinion 
forum, featuring the “What do you 
think?” instead of the “What 
you know?” type of question. 

It won’t be popular. 


Long-time admirers of Moj ‘¢ 
hosiery advertising were shock ° 


| 


| 


and disappointed to note the rev >-| 


lutionary style in which the prc *- 
uct is now being presented, feat '- 
ing skirts instead of legs. 


Pioneer Belt says its Mocca ! 
design imparts a casual look, wi 
the horseshoe buckle provides 
Bold Look. The wearer will > 
Bold, but casually. 
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Ser Women In America’s 32° Market ‘Ge ae 
st REMEMBER...PHILADELPHIA 
PREFERS THE INQUIRER 


if you 
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RETAIL STORES MAKE THE INQUIRER 
THEIR FIRST CHOICE IN PHILADELPHIA 


For 10 consecutive years THE INQUIRER has led all Phila- 


gy but . 


delphia papers in retail store advertising. In 1948 THE 
INQUIRER carried 1,165,000 more lines of retail advertising 


| radi t 
pinion 
1o you 
nat | 


than the 2nd paper. Here’s more proof of more productivity! 


NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Anguirer 


Exclusive Advertising Representatives: 


‘ ‘ ’ 


bh 
- 
7 


TED W. LORD, Empire State Bidg.,N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Cadillac 6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946; 448 S. Hill St., Los Angeles, Michigan 0578 


ee ne ie gee I awe > icine % oe Bis nag oh need eee <a eas = eae oP Soe” ie Se ee me el Se ES SO ae ee gee ae ee or ea ee” es 
oe ere :< ft oh ee gs a ey hh uta ae ; ic - Py ‘ ie Prop eee ah ae ts 3 ee A ale otra op tee RS EL Se —* ae ae 3 mea ~ 
nae: suauerete ek eas ree ey Se sar te Ge eee ee eee LOG ee wee Cees ee ee ae ee ee 8 Y ie eee oe ite de ees kee Ley 
“$ po Oe aes ene iar es eee Foo tig ee Me ee eh neh 3 ee f. i et ae. pe gee ate os eal a Baar f = i ; Pcagh De a e a 
3, 194: ' 
——, ma 
f 
s ; | 
—— ¢ ee 
~ 
| agen . : 
ers t =a 
tted t af 
see j . 
th 2 ae 
* ~ a 7 
Ps Son - 
. eZ 
ae ea 
im 
’ 
»T. \ 
y man- , -_ 
reatest - ’ A rad 
1 Paris ; ai 
ge for er or" + a 
«<* ° erm 
itomo- c 
ve ar- » ‘ an : 
ly tell UES 
job is, , P= * : ; . 
f, ‘ « 
+ 4 
. haga TF) alu 
~~ oo b O : 
. Y f ‘ ’ 
> lady ze f y 4 | ine ; 
where aS r wh S, a ; 
r ears, RY = ; 
" Z . 
terest- Pe . s its a 
R SSS a tas : 
be + ~~ — “~~ - F 4 
< «= ' f - ~ ~~ — -- - ——_—_—_——— =< —— — ~ <9 
ae . ° af f & ; L 7 iad ~ ——_ = ! ih hl : 
n that es. ae ee "( \f f ~\ ¥ ] j 4} 
bomb WA . i}}\Y) | af, | 
" ; : | 
¢ a 4 y7 ; : 
othe Ee apanenenel = as Le, : 
d =s—= WSS ee 
<= = — ia = —_—__ i ie »y } ; as a 
=~ = == i 
ae 
en 
ae 
a ~ * 
, ie 
, Bee: 
Bre 
. ae 
“ a iia is : - "ee 
2 Pima, heh 
a i et = 
t , ; 3 
sS gaia 
\. ) ee = 
nt 
id f A re 
Mo} ‘6 | peLPHl 
10CK ? | PHILA T HE 
rev j pEFERS 
pre | arm P. u jRER 
eat | / Ng 
| | a 
ceca lf ec Ly 
wh ie¥ Rn mee 
es ne eo. 
J LS Tie sae 
ey ai 
tad ie 5 ee 
re = 
Yee eae eee Teepe aney entire ea A ea Aba ae FAS MC oe ACA T ncaa Uae SRI cman REN oe a Uae a Seer bs vee ae Bhs soe oe SAS Pi in Ey Pe Saat Poe arecee es Fe eae eat ee ant ater eee Aten se seas i } he ae Bas oh sigh ek eae Be Abi a 
ESRI IE SES a ne An Pawel: WSN A ac Rt BY oe MCR aa RE eA 1 OA RE 


Prev erp 


ae 
‘ 


-'e “How to buy a future”. . . is no blue-sky promise. No matter 
‘ what your income is, says American Home, you can give your 
kitchen and laundry a ‘‘new look’’—right now. Wise buying does it! 
43 leading department stores have already signed up to promote 
this article in April—using ‘“‘Spotlight’’ merchandising materials 
¥ and featuring appliances of American Home advertisers. 


‘ A few yards of fabric—a few hours’ time—and presto... photographs illustrate every step in the process, from 
it’s a new chair! In April, American Home shows home- accurate measuring through cutting, sewing and fitting. 
makers another way to stretch dollars with the most com- The job is made so simple that American Home-advertised 


} . plete article ever published on ‘“‘How to Make A Slip fabrics and decorating materials are bound to receive 
Cover.”’ Fifty-two (that’s right, fifty-two) specially posed eager new attention, too. 


“That gives me an idea!” say 2,600,000 
meal-planning families. So they clip, buy | 
and try—then file our popular “3 x 5” 
recipes in their American Home Menu | 
Makers. (To date, they’ve bought over a 
quarter of a million Menu Makers!) 


“Unafraid in an A-bomb world” tells what to do 
if you have a curious young scientist in the family. 
Authoritative, child care articles like this appeal to 
parents who buy drugs, soaps, medicine-chest items. 
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Careful buying is back again...and American Home’s dramatic 


new presentation of practical “how to buy,’ “what to buy” 
articles gives budget-minded readers essential help in today’s 
homemaking—provides budget-minded advertisers with 
the most congenial atmosphere possible in which to tell 
their home product story. Here is a sampling of the 


timely April issue. Be sure to see a copy. 


When advertisers talk about the responsiveness of 
American Home readers, our editors know what they Sl 
mean. Take an exclusive American Home feature— “Busiest house in the county” is the renovated, century- 


homemaking patterns. They’re patterns for building old farmhouse, inhabited by the five lively Ridings. Brightly 

barbecues (like the one above), decorating furniture and presented in this amusing sketch—with full-color photographs 
accessories. They cost from 10¢ to a dollar. When we to show details—it’s sure to peak up interest in remodeling, 
offer these patterns, the same thing happens as when an start many readers on projects of their own. No wonder 
insurance company advertises retirement plans, a food dollars go further for building materials advertisers in 
advertiser shows recipes, an appliance manufacturer ex- American Home. 


plains the new conveniences of his product. American 
Home readers respond—and sales follow! 

Since 1942, readers have bought over 2,000,000 
American Home patterns. Last year, they ran up a 
record sale—424,825. We have dozens of similar stories 
on editcrial—and advertising—response. Ask to see them. 


Read and re-read by 2,600,000 families 
with a consuming interest in their homes 
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A&P Elects Three V. P.s 


The following Great Atlantic & 
Pacific Tea Co. executives have 
been elected vice-presidents of the 
food chain’s southern divisions: P. 
M. Bealer Jr., general superintend- 
ent in charge of A&P stores in 
North and South Carolina; John 
L. Sullivan, head of A&P’s Birm- 
ingham unit, and H. H. Altman, 
head of the A&P stores in East 
Tennessee and most of Georgia. 


DVERT! SING 

can't get You! product 
OFF the shelf until 

w's ON the shell 


Signs James Roosevelt 


James Roosevelt has been signed 
by Budget Finance Plan, Los 
Angeles, to do a news analysis 
series over KECA, Los Angeles, 
Sundays, for 13 weeks. The quar- 
ter-hour broadcasts also will be 
heard over other ABC Pacific 
Coast stations. The agency for 
Budget Finance is Irwin-McHugh, 
Hollywood. 


Schneider Named A.M. 


John D. Schneider has been 
named advertising manager of 
National Screw & Mfg. Co., Cleve 
land, and its subsidiaries. He has 
been with Hodell Chain Co., a 


THIS ADVERTISING 
AGENCY can help to 
secure distribution through 
its important contacts in 
all major markets. Our 
merchandising know-how 
combined with advertising 
that sells is at the disposal 
of clients with products of 
merit. 


=> NEWHY ( PERO) 


59 E. Van Buren St., Chicago 5, Il. 


subsidiary, since 1941. 


Join Troeger-Phillips 


Richard C. Staunton and Millard 
G. Prevo, formerly president and 
vice-president, respectively, of 
National Advertising Art Center, 
New York, have joined Troeger- 
Phillips, Inc., New York. They will 
continue to act as a clearing house 
for commercial free lance artists 
in addition to being national sales 
representatives for the Troeger- 
Phillips studios. 


Joins Benton & Bowles 


Fred A. Parnell, former manager 
of advertising and sales promotion 
for the receiver division of the 
electronics department of Gen- 
eral Electric Co., has joined Benton 
& Bowles, New York, to handle 
merchandising for the electronics 
division of the Crosley account. 


Ensinger Joins Parents’ 


Clifford S. Ensinger, former ad- 
vertising manager of Charm, New 
York, has joined Calling All Girls, 
a Parents’ Institute publication, in 
the same capacity. Edward C. War- 
ren of Calling All Girls has been 
named associate advertising man- 
ager of the magazine. 
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by the famous punch cutter and 
typefounder Claude Garamond. 
Wonderfully clear and 

open with a conscious elegance of 


design that has kept it popular 


and useful through the years ee 
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Minnesota’s “100 living great,” picked by a C. of C. poll, included four 
members of the Minneapolis Star and Tribune organization. They are 
John Cowles, president of the Star and Tribune; Gideon Seymour, exec. 
editor; Cedric Adams, Star columnist, and George Grim, Tribune colum- 
nist... “Creation and Production of Successful Direct Mail Advertising” 
will be the subject of a lecture series conducted by Edward N. Mayer Jr., 
pres. of James Gray, Inc., New York, starting April 11 at the Belmont 
Plaza... 

Jackson Shuttleworth, account executive of J. M. Hickerson, Inc., New 
York, has a new name for the Voice of America. How about “Stop the 
Muzhik?,” he asks. . . Chesser M. Campbell, ad director of the Chicago 
Tribune, is back from a vacation at Camelback Inn, Phoenix, Ariz. A 
neighbor during part of the holiday was his assistant, C. E. McKittrick .. . 

John Hoefer, president of Hoefer, Dieterich & Brown, San Francisco, 
has been elected a director of the San Francisco Adclub to succeed Thor 
Smith, assistant to the publisher of the San Francisco Call-Bulletin. Mr. 
Smith takes over the vice-presidency and program chairmanship of the 
club. . . William F. Long Jr., president and chairman of the board of 
Doremus & Co., New York, is chairman of the advertising division of 
the Legal Aid Society’s 1949 campaign. Allen Grover, vice-president of 
Time, Inc., is chairman of the magazine publishers division of the 
campaign. . . 

One of five new directors of the Rock Island, Ill., Chamber of Com- 
merce is Ted Arnold, local sales manager of WHBF and WHBF-FM.. . 
Irving Stimpson, a partner in Frederick E. Baker & Associates, Seattle 
agency, is Washington state chairman of the fund raising campaign 
sponsored by the Washington division of the American Cancer Society . . . 


ATLANTA FOURSOME—This game was strictly business, since Al Sharp, second 

from right, of Liller, Neal & Battle, Atlanta agency, had been commissioned to get 

the group together for a sports feature for the Chattanooga Times. The foursome 

is composed of (right to left) Joe McDonough, southeastern ad manager of Time; 

Mr. Sharp; Leo Beckman, pro of Atlanta’s Peachtree Golf Club; Dorothy Kirby, 

sales representative of WSB-TV, and William W. Neal, partner in Liller, Neal 
& Battle. 


The advertising agency business was represented among those best 
dressed men, named by the Custom Tailors Guild of America, by Law- 
rence C. Gumbinner, head of the New York agency bearing his name. . . 
The engagement of Elizabeth Smith, of Green Farms, Conn., to Richard 
Jewett of the Association of National Advertisers, New York, was an- 
nounced Feb. 26. . . And Marjorie Kurash of Young & Rubicam has 
promised to marry Joel M. Holt, account exec. and radio-TV director of 
Flint Advertising, New York. . . 

Another engagement is that of Beverly Ann Pabst, daughter of Ru- 
dolph Pabst, pres. of Hoffman Beverage Co., Pabst subsidiary, to John 
Warwick, son of President Paul Warwick, of Warwick & Legler, Pabst 
agency. .. 

Robert Raine, director of advertising of Wyandotte Chemicals Corp., 
Wyandotte, Mich., celebrated his 25th anniversary with the company 
March 9. His assistant, T. S. Blair, has also completed a quarter century 
of Wyandotte service... 

Palmer Langdon, publisher of Metal Finishing, captured third place 
in a recent Nassau-Miami sailing race. Following his victory he did 
some cruising around the Florida coast with Walter Painter, Power 
Generation, as one of the crew. . . 

Sid Silleck, premium buyer on the Kellogg account at Kenyon & 
Eckhardt, New York, has a new little premium at his home. Sid became 
the father of a baby boy in mid-March. . . A second son was born 
March 4 to Vince Francis, ABC sales manager in San Francisco. The 
baby has been named Kim Vincent. . . A baby girl named Susan was 
born March 5 to Jane Wallace, of McCall’s, and her husband George. 
who is manager of network and television sales promotion at NBC. 
New York... ; 

April 30 has been set for the wedding of Ted Pettinger, copywriter 
of Young & Rubicam, Hollywood, and Gerry Carson, assistant to Ned 
Tollinger, Hollywood representative for Mutual. . . And it will be June 
11 for the wedding of Wally Hutchinson, assistant ad and promotion 
manager of KGO, San Francisco, to Kathleen McGuinness, of Oakland 
... Mary Margaret Arnold, a copywriter at CBS, was married on March 
12 to Michael Erlanger, president of the B.V.D. Corp., New York. . . 

“Fun for all in small boats” is the motto of the newly organizec 
Outboard Club in Portland, Ore., of which Dick Ferris, account execu- 
tive of Short & Baum, has been elected president. . . The Players Grou; 
of Cheshire, Conn., presented “Room Service” in Bermuda last week 
On the production staff was Dixon Gannett, son of Frank Gannett 
publisher of the Gannett Newspapers. . . 

Lecturers at the new series of sessions on “Basic Knowledge for You: 
Career in Publicity” being conducted at the Advertising Club of Nev 
York under auspices of the Publicity Club of New York include: J. W 
Millard, Kudner Agency; Bill Maloney, Batten, Barton, Durstine & 
Osborn; Bob Demme, American Overseas Airlines; Amy Blaisdel! 
Helena Rubinstein; Milton Enzer, Yale & Towne; Mary Riedel, Procto 
Electric Co.; Mary Voss, Associated Press radio; Marjorie Harker, Marc : 
of Time; Bess Williams, Federal Advertising; John Sattler, Ford Moto: 
Co., and Walter Holbrook, J. M. Mathes. . . 
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* (Bureau of Agricultural Economics) 


Here's the dollar judgement of advertisers in 
several random categories in 1948. 


PROOF of WEEKLY STAR Leadership! 


s WEEKLY STAR 7 bee Farm Paper = Farm Paper 


in Kansas in Missouri 
693,577 112,415 
51,153 
351,360 
284,107 
6,518 
lj __ Sil 
Total Advertising Poultry Advertising 
60,557 
6,349 13,153 
12,349 8,518 
[| 4,553 Z 
Feed Advertising Agricultural Chemicals ‘Automotive Advertising 


(Agricultural and Spray Equipment) 


Mores Why! 


The Weekly Star’s firstness in technical agricultural information and 
its unique speed of publication provide a loyal audience responsive to 
advertising. 

Advertisers know The Weekly Star provides a greater degree of pene- 
tration in its area, not equaled in any other farm paper. 

Advertisers know that dealers overwhelmingly prefer The Weekly 
Star in its area for selling effectiveness. 


Survey Shows 
Dealer Preference 


Recent Implement and Tractor Survey 
reveals that The Weekly Star is first 
choice of 30% more Kansas and Mis- 
souri farm equipment dealers. 

Two thousand dealers were asked this 
question: "To be most helpful to you, 


in which one of the following farm pa- “The Weekly Star Sells Goods” 
pers would you prefer to see the fac- 


wear eg el Che Weekly Kansas City Star. 


eS 22:2 2:2 0 @ 


p oe 
a somal ~ si ‘ a OVER 140.000 PAID-IN-ADVANCE CIRCULATION 


The largest farm weekly in America 
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Fritsche Opens Branch 

W. F. Fritsche Jr. Advertising 
Agency, Lima, O., has opened a 
Detroit office at 507 Francis Palms 
building under the direction of 
Jack Tobin and Robert S. Howell. 
Mr. Howell was formerly a vice- 
president of Shutran Mahlin Ad- 
vertising, Detroit. Mr. Tobin has 
had 23 years’ experience in art 
direction in Philadelphia, New 
York and Detroit. 


WIL Increases Power 

Station WIL, St. Louis, has in- 
creased its power from 250 watts 
to 5,000 watts, effective March 16. 
The station is owned by Missouri 
Broadcasting Corp. 


Moves to New Jersey 


Parents’ Institute, Inc., New 
York, publisher of Parents’ Maga- 
zine, Calling All Girls and others, 
has purchased a one-story building 
on New Bridge Road, Bergenfield, 
N. J., to which it will move its 
subscription fulfillment depart- 
ment, now located at 260 4th Ave., 
New York. The move to the new 
building will be made this spring 
and summer. 


Appoints Robert Grady 

Wolff-Freres, New York and 
Paris, has appointed Robert B. 
Grady Co., New York, to handle 
advertising for “My French Cous- 
in” perfume. 


Railway Express 
Supports Postal 
Rate Proposals 


WASHINGTON—Postmaster Gen- 
eral Jesse Donaldson’s fight for 
higher parcel post rates won en- 
thusiastic support last week—from 
Railway Express Agency. 

In fact, Kinsey N. Merritt, Rail- 
way Express vice-president, and 


Postal Rates 


Hartman Barber, spokesman for 
Railway Express employes, told 
the Senate post office and civil 
service committee that parcel post 
rates should be even higher than 
Mr. Donaldson proposes. 

Mr. Merritt, and Mr. Barber, 
who is representative of the 


Brotherhood of Railway and 
Steamship Clerks, Freight Hand- 
lers, Express and Station Em- 
ployes, argued that postal ac- 
countants understate the parcel 
post deficit by skipping interest, 
insurance, rent, pension plans and 
other cost items familiar to private 
business. 

Reporting Railway Express em- 
ployment down from 93,000 to 70,- 
000 in two years, Mr. Barber de- 
clared that “23,332 pieces of hu- 
man flotsam deprived of their jobs 
since 1946 by a subsidized govern- 
ment activity are pleading for a 
correction of this injustice.” 

Express handling of less than 
carload shipments has declined 
36% since December, 1946, he said. 
At the same time, parcel post vol- 
ume increased by more than 20%. 

A 30% increase in parcel post 
rates was voted by Congress last 
year, effective on last Jan. 1. The 
rate proposals now before post of- 
fice and civil service committees 
of both Houses include a further 


2. 5. ARON SUGAR REFINERY, White Castle, La. 


In 1948, nearly 5'¢ 


million tons of sugar cane 


were produced in Louisiana, which also leads the 
nation in cane sugar refining. Another reason why 
WWL.-land exceeds national average in increased 
income, buying power, general] prosperity. 


i i 


sti 0 i ANNA 


Mains 


7. HOUMAS HOUSE, Burnside, Louisiana 
—a manor house in the grand tradition. Once 
occupied by the wealthiest planter in America, 
it is rich in romantic history. 


WWL PRIMARY. DAY-TIME COVERAGE 
591,030 BMB STATION AUDIENCE FAMILIES 


$ 
: 
at u 
ger 


7 WWL’'S COVERAGE OF THE DEEP SOUTH 
50,000 watts—high-power, affording advertisers low- 
cost dominance of this new-rich market. 


Note: Coverage mapped by Broadcast Measurement Bureau. 
Some scattered counties, covered by WWL., are not shown. 


50,000 WATTS 


CLEAR CHANNEL 


The greatest selling power 
in the South’s greatest city 


CBS AFFILIATE 


Represented nationally by The Katz Agency, Inc. 


_ NEW ORLEANS 


EPARTMENT OF LOYOLA UNIVERSITY 


Advertising Age, March 28, 194 


increase, tc 
“deficit’ 


15% parcel post 
eliminate completely a 
for this class of mail. 


s “The Post Office Department i; 
today handling a freigint and ex- 
press traffic that could and shouk 
be handled by private industry, 
Mr. Merritt told the committee 
Continuing, he said: 

“This matter of a governmenta. 
agency taking business from a pri- 
vate enterprise is far reaching 
When private industry is deprive: 
of its livelihood by the transfer of 
its business to a government op- 
erated agency, there is a corres- 
ponding removal of property, bot!) 
real and personal, from the publi: 
tax rolls. 

“That transfer reducing the as- 
sessed value of property in an) 
community necessitates an increas- 
ed tax burden being borne by the 
remaining taxable property of the 
community.” 

Mr. Merritt contends that Con- 
gress should “take the post office 
out of the freight business” by 
confining parcel post to parcels 
of 11 pounds or less, except for a 
50-pound limit to rural routes, or 
offices which are not offering de- 
livery service. 

Parcels over 11 pounds accounted 
for only 15% of the volume in 
1948, he pointed out, but required 
50% of the cubic footage used by 
parcel post. By eliminating the 
heavier parcels, he told the com- 
mittee, Congress would avoid the 
need for millions of dollars of ad- 
ditional post office space, and for 
new trucks and other transporta- 
tion equipment. 


General Electric Sales, 
Earnings Show ‘48 Gain 


General Electric Co. and _ its 
affiliates attained a record volume 
of business last year, with net sales 
rising to $1,632,701,000, 22.7% more 
than the 1947 total of $1,330,776,- 
000, and 13% more than in the 
previous peak wartime year of 
1944. 

Net profit for the year amounted 
to $123,835,000, a 29.9% gain over 
the total for 1947, $95,299,000. 
Earnings set records in both years, 
Charles E. Wilson, G-E president, 
pointed out in the company’s 57th 
annual report. 


Quinn Joins ‘Coronet’ 


Joseph F. Quinn, formerly with 
McGraw-Hill Publishing Co. and 
Printers’ Ink, New York, has joined 
the eastern sales staff of Coronet, 
New York. 


Are Questions 
Like these 
Bothering you NOW? 

@ IS OUR PACKAGE AND 
PRODUCT WELL DESIGNED? 
@® WHO ARE OUR CUSTOMERS? 

® WHAT MAKES THEM BUY? 


@ WHERE ARE THEY? 


© 1S OUR ADVERTISING GEARED | 
TO OUR MARKET? 


® ARE WE STRESSING THE 
RIGHT PRODUCT FEATURES? 


® WHAT KEEPS SOME PEOPL' 
FROM BUYING? 


You can get definite answers tothe ¢ 
questions and honest ways to find the» 
at minimum cost. Don't guess these das 
—send for our booklet “Act on Fact,” > 
better still, wire, write or phone for o: ¢ | 
of our officers to counsel with you at 1° 
obligation. 


Act on Pact” 


GOULD, BROWN & SUMNEY, | 
_ Market Research + Sales A 


- See ee gay OK, Ca teaehie ee lie MR? SE thes i a fae. om ie cae: a Se eo Se SR, ec: hit oe Pome, WS: An ae ees get Pe eRe, oo eee ge ee oes | eT I a Nee Sigs eae Nh 
‘i eee a ~ > se ee —_ — : 
f > 
| 18 SS 
. 
. 
: 
: 
ee ee a - 
ee 
fF | 
ae ’ ‘ ; : ; Been. 
rH OTO ENGRAVERS::-CHICAGO © 
a * ss 7 ef 7 be a fos 
- 547 South Clark Street Telephone WAbash 2-6284 
. 6 
' 
‘ EE ee i NNN OQ aaa 
' . gies = a . le g a ee a = “ ideas ean i Bae ne oe Ke eee as  # 
. 7, htt g hi BRS dS “ae it. es Sear en ae ee SS hee oe Ree 
? . = 5 —_ rr ane : ae 
i - & _ : 9 7 4 7° Te bee : 
i " 3 a ‘. - i 7 ? —_ ¥ oe). 7 re des a 
e » - 2 all i : rd 4 4 3 oe A 
an : , z = ae - R i 7 % _ ——— 
y pi) 4 a ° a ae a Ro oy . : ae a ae 2 as 4 
me ee — eg a ee a i be ae a cd : “eat Ate 2 eae 
yo oD a ch i: = Si. se) 4 ee eaages, ae? —_ capeeielil Bate ae oe, 
fo a ae p r+ < ha 2 a eu ? i Te a bie “ae eC Bes Mie VB ae es ae ee 
50s ge ian ee — FES ate % oo Gee . ae § SiiiimepOheccu! 0 i 
: ; ue _ F , - . on aes 7 a = 6 - a 
+ f ae 
es ea 2h Se We Pee a ‘ a é : a ~, tea, wy, ; ¥ : 
Re ‘ie = SO ; Bi4 eet G ; a S& mr — 
' q 4 . B Pee - pos ‘ RE dee @ j : ie a ; 
i F tie j TELGLEALE a thi tt { tit } 
, : y mi. eeeTeyeyt tial if | i | 
: . * ’ a ' . ' ‘ hi Loa 
. ORRIN pe onene a —EEEEEEe ee ee. 
' - Be (ik 
a 3 ¢ ? , ii eo —— ge > 2 iam a bse : 
4 ‘ 4 —s a: % ; a ag q . ee ae 7 1 
* A * : ee a ‘ ik : * e +f ee a ‘ | 
’ . wee 3 4 er 4 
7 7 ‘pa - . ‘ ee é Ak ae 4 
ee Wes ? sill - ia Me ees rake ee 
a Baga a a aii ic Se ane pe ee i . = 
Bi | ae oe a. ee a 4 
ws >. geal vs ra 
¢ é Aan. inet i 
4 zs na 
, y ~ : 5 : : aes, ae See e a , o4. ‘ 
, " i } =e —. er ase iia: (oct bl «eo 
’ ; — cot ee et 4 PPE lea et a Sas, j 
x <* f ‘i ei mee R ee FS aes re ea ; 
-. : “s “ % Taare a ee eB Sic 
ang 3 PW” : as hat eee |Z 4 aoe 
4d = . & ra bi ae nee 5s * ae ey = ey Fre. rae: ft, 
Ne she ee . P (igs ag hips, as eee eS 5 
x head ES Pe Pe fs en Pere eee es RE Ee ot 
a. 2 “rage as nec a | 3 eas: ees ee 
: ; i = : ie = tet * ) a oi oe — ¢ a MOU Feo c a nea - 
— s _ £ , 4 j pa tte aa a ee - ‘ SG* 3 
' * eet aoe - ’ PS & ae A * ; A 4 
*’ . . : ' EW ORLEANS j | 
lie — 4 2 - , [ 
Lem , Cs ee 
a . ; == «* T e : . . 
“ i ™ ll eee" i a" ‘ f m ees < | 
: +. _ ‘ £ ot neil ; ae 
= * rm ae a - , 
= ae — MS eae ; : 
. ~ wes Mees _ <n BOS a a ‘tae ee 
és Pelee a 
: casi 
Cees a q 7 } 
NPR ae was oa ae = : i 
ee oe | PN seo 
? F x oa SA S “e' eee aa ce | Ce ees hs me Pree at x Ve ee ae ts Be , ek 34 a ih Aa tees 8 set ea a a Papell oe rae Be sare tors is ‘pr is a ep as My ‘ wives : re: wit a ie ye Pee ox - i: & pats 2 = ; oe : ia A i 4 ee Zip ; er ve ; y ha 
5 ‘ Nets PENSE ERS RE SS oe UR RE nN A Oe CHIN OE Te A Rim aa oe OR eT er eae De tar Soe aay Sara sr oe ey Eee Pee Sathn ae hi Geto geen le 
; : : Se En Oe se Beet RAE SS ee Ce RMT | 


8, 1946 


ise, tc 
deficit’ 


ment i: 
nd ex- 

shouk 
lustry, 
mittee 


menta. 
1a pri- 
aching 
»prive:| 
isfer of 
nt op- 
corres - 
y, bot! 
publi: 


the as- 
in an: 
ncreas- 
of the 


t Con- 
- office 
ss” by 
parcels 
t for a 
ites, or 
ing de- 


ounted 
ime in 
>quired 
ised by 
ng the 
e com- 
oid the 
of ad- 
and for 
sporta- 


ind its 
volume 
et sales 
% more 
30,776,- 
in the 
rear of 


1ounted 
in over 
299,000. 
1 years, 
esident, 
y’s 57th 


ly with 
‘Oo. and 
; joined 
‘oronet, 


RES? 
EOPL! 


tothe e 


nd then | 


se das 
act," or 
for o € 
wate | 


ee 


There’s no doubt about it... color lifts an 
object into a class by itself: Gives it identity 
... Makes it stand out. You know that’s a 


barber pole! 


Advertisers are proving this through news- 
paper color in The Milwaukee Journal — 
modernized and re-equipped from -photo- 
graphic studios and laboratories to press 
room in order to produce the finest run-of- 


paper color possible .. . and at surprising 


low rates! 


That’s why The Milwaukee Journal last 
year printed more run-of-paper color adver- 


tising than any other newspaper in the 


United States! 


That’s right. 


Last year, The Milwaukee Journal printed 


more run-of-paper color advertising than 


any other newspaper in the United States! 


The Milwaukee 


_ JOURNAL 
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Druggists Did 46% 
of Hair Products 
Business in 1947 


New YorK—Drug stores ac- 
counted for $116,519,000, or 46.4%, 
of the total hair products business 
in 1947, according to a survey ap- 
pearing in the March 28 Drug 
Topics. 

The total sales of hair products 
of all types reached $251,094,000, 
the survey indicates, with shampoo 
as the largest selling preparation. 
Since 1942, shampoo sales have 
risen about 110%, as compared to 
an average increase in over-all 
drug store business of 65%. 

Hair tonics grew from a $13,- 
421,000 business in 1942 to $27,- 
956,000 in sales during 1947. Sales 
of home permanents in 1948 are 
expected to run 40% above the 
1947 figure. 

Largest sellers, after shampoos, 
are combs, hair tonics, home per- 
manents, hair and bobby pins, hair 
nets, hair brushes, brilliantine and 
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® FOR eye-catching, 
dignified, point-of-sale 
push, practically every 
product needs a de- 
luxe, permanently im- 
pregnated cloth-on-cloth 
Richcloth Showroom 
Banner. Low prices, even 
for as few as 25. Person- 
alized if desired. Mail 
coupon fordetails, prices 
and samples. 
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lacquers, etc., rinses and _ tints, 
hair medicaments, hair curlers, 
waveset lotions, electric hair dry- 
ers and depilatories, in that order. 

The average drug store’s sales 
volume for all hair products was 
$2,373, or an average of 3.18% of 
the store’s total sales for 1947. 


Names Edwin Seymour 


La Prensa Grafica, Republic of 
Salvador, has named Edwin Sey- 
mour, Inc., New York, as repre- 
sentative in the United States and 
Canada, effective April 1. 


‘Junior Miss’ Publicizes 
Rayve Home Permanents 


Pepsodent division of Lever 
Bros., Chicago, is using the com- 
mercials on “Junior Miss,” CBS, 
Saturday mornings, to sell Rayve 
home permanent kits. This means 
an increase in the billings of J. 
Walter Thompson Co., agency for 
Rayve. Pepsodent tooth powder 
had been the featured product and 
Needham, Louis & Brorby the 
agency on the 30-minute drama 
for two months. 

Before that Lifebuoy was pro- 


moted in the commercials. 


NRDGA Appoints Eldredge 
Irving C. Eldredge, for the past 
three years coordinator of corpo- 
rate sales promotion of R. H. Macy 
& Co., New York, has been ap- 
pointed assistant manager of ihe 


visual merchandising group of 
National Retail Dry Goods As- 
sociation, New York. 


Day Joins ‘Liberty’ 

Harry Day, for the past 25 years 
on the advertising staffs of Ameri- 
can Home and Good Housekeeping, 
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Appoints Hatcher 

C. M. Hatcher, formerly adver- 
|tising manager of the Coca-Cola 
Bottling Works, Nashville, Tenn., 
| has been named to the newly cre- 
ated post of advertising and sales 
promotion manager of Baker Re- 
frigeration Corp., South Windham, 
Me. 


Transit Displays Moves 
Transportation Displays, Inc., 

New York, moves its office, ef- 

| fective April 1, from 9 Rockefeller 


has joined the sales staff of Lib- Plaza to 1837 Grand Central Ter- 


erty, New York. 


'minal building, New York. 
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1949 Advertising Age, March 28, 1949 
“ae Beet Sugar Makers 
-Cola : 
Sola | Plan Ad Campaign; 
cre- ° 
cies | FC&B Appointed 
— San Francisco—The U.S. Beet 
F Sugar Association has decided to 
conduct an extensive advertising 
and educational campaign in be- 
Inc half of the industry, and has 
ef- named Foote, Cone & Belding to 
feller handle the account. 
Ter- The group’s decision was re- 


vealed last week after a special 


meeting with sugar brokers attend- 
ing the Chicago convention of the 
National Food Brokers Associa- 
tion. Details of the forthcoming 
campaign have not yet been 
worked out. 

The association plans to form a 
separate company, with headquar- 
ters here, to direct all phases of the 
program. It will work with the 
San Francisco office of the agen- 
cy. FC&B was appointed after 
completing a comprehensive mar- 
keting study for the group, which 


includes a dozen western beet 
sugar producers. 


Graphic Arts Group Elects 


Paul C. Clovis, president of the 
Twentieth Century Press, has been 
elected president of the Graphic 
Arts Association of Illinois. Other 
officers elected include: Ist vice- 
president, Howard R. Stone, Am- 
erican Colortype Co.; 2nd _ vice- 
president, H. S. Bowles, Sheldon 
Printing Corp.; 3rd vice-president, 
J. W. Patterson, Huston-Patterson 
Corp., and treasurer, W. H. King, 
Stationery Mfg. Co. 


P&G Plans Showcase 
for Video Producers 


Procter & Gamble Co.’s “I'd Like | 
to See,” telecast Tuesdays at 9 p.| 
m., EST, over NBC, will be re- 
placed by a TV showcase with the 
airing of a new video program 
every week. The new series will 
get under way April 5. 

Compton Advertising, New York, 
plans a series of 26 one-time shots 
which will give program producers 
an opportunity to display their 
talents and other sponsors a chance 
to do their television show shop- 
ping at P&G’s expense. 


tea a, ul aki aa aaa ore RP ee Sts ule i Be ey 
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All men are created equal. But customers vary. 


The New York market is a patchwork of buying groups, 
good and bad. Some buy more...more often...more dependably. Others 
can purchase little beyond the level of necessity. 


In New York, these “best customers” do not live on one 
street, in one area, or even in one economic bracket. They are spread 
throughout city and suburbs, through the complete range of middle to 
upper income levels, and in all age groups. 


Their strength is not in their incomes alone. Their taste, 
influence and responsiveness make them key customers. They are the 
ones who start the sales snowball rolling—who can convert the new into 
the accepted. From cigarettes to millinery, they make the fashion. In 
terms of buying potential, they are the steady profit market within the 
New York market. 


One newspaper in New York delivers this concentrated 
market-within-a-market with a minimum of waste. 


This newspaper, because of its editorial appeal and its 
institutional influence, by-passes the wasteland prospects and goes straight 
to the most open-to-buy families in New York. 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


va — re é 
—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 


Not tomorrow, but now. Let 
BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


You can spread the prestige of your 
products in the magazine acknowledged 
the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
a healthy fight. Moke it profitable. Use 


the Ist paper 


; ae Pier ; oa ee aie ee. Mt 4 38 dies a Ok a PO Re oo ei oe PS ae See eee: vale, Ge al TR ee HR ee a 
gin See ; ee hee ee Se St gpa ag er ary se bn ; US ae ae ae oa ee a Se it 2 oe 
pe pe ee eG at ey a ge oe as oS jis 4 Sr ‘ eee y he Pe tie Wein aay FBP caf : : : ra i fe ne 2h a 2 ee ie oy : » > * eS es a ee aly ees ae 
: ait 
ho = 
} 
or | 4 
| . . oe 4 
rel a - 
oy ° | oa 
i a / ie 
ei “ . am 
* ‘ | ? i 
: ca ihe 
' - m & 
\ \ 7 
Po a 
eo eeeee—“Ct;sCtsE ED 7 
f es 
. i 
: a 
3 ‘ . 
) a, we ‘ 
. ‘Gegee 
2 . 
ey : “ | ; 
Z ‘ 4 -. A cae ge BE oe gi aes ia Sa ie wei a bi gt ee ipl oak ge ee op? i SB ee Bi OR Meme Rs 8 TALE age SNe Aes aig aoe Bi: ees “am i ok a ee: BS ee ees oa. cashed : 2 ig ge, Z ews - 
p so "4 y ee : i : x ny 
: mi cj — 
: he 
; ee ee — 
oe 4 af i ew see $ ot ee pace re i eek eae oe Biden ae GE sy OP a OG ge Bs 3 a ad Ce 5 oi a ge: a oh ape eae a me gg alt ig * I = 3 ‘ 4 yi 
9 ee oft te (e 
3 a. > * 
oS Y 4 
e 4 > Be is pildivt Hy ia | 
: a ° 
: | 
2 A ; ; 44 
Ca 2 ‘% " igaae 
¢ - be ES | 
| ee ‘ | 
3 a ig Fm 
“4 e i is . e 
é P ¢ ‘ . 
ele # oe em . . 
- ¥ ey \ 3 
. ie: ns a a - ie a | 
4, 4 ; 7 ’ *% 
i * c Se 2 
of Re ; ee , | aK 
; is te Me aN 
= = : . aE 
BEL 4 he. i a 
eg i . ‘s ae 
ie i - $ ue ee 
“ Be. A 4 ‘an 
ee ae oe 
a Re 7 $ Z ee Syl 
gi oh : ERP FERRI A PONENT TIER CIE 
% a bd f ] 
of ee é a ' . | : 
ae Be: 2 . = 
ist Pi = ile Be. ‘ eo 
i ae 4 2 i aaa o 7 
a 2 BK. F 3 
A. & Rte : 
. = si f . : 0) 
ey e es i i 7 
a a ek / Ye \ L / a 
st a e 7 
a mm, x H e ; a 
ee. fe } ; 
ry Por e ‘ ; 
a ‘a q : a 3 ps a 
Bs i: a eee 
"i Te ai a _ 
ss a bs ee te Oe eee eee ee Slee 
ee 4 % 4 
se a oe , aay 
2g oe ¢ ° oe rire 
S - ea: eres 
i. ‘a : . eat ae ae 
ae ‘i ast a ‘ ” fe 
a es ¥ re ale 
os A Be ge : . *) ong Par 
x NEW «gg: YORK 4 ° ae ge i, 
2 PD ‘ ; a | les th 
a 7 yell Ske et th. ae es ae 
a wore Uh Ta) ie Ai& SAE y 2 S me ‘ ee 
e 4 bo / LA iN : 4 = ~ YY : i oe: ; 4 - ee : eo 
Pe - —— eo 2 a : 3° 
bi the Best of the New York Market ‘‘ a oa ea 
a eo y :@ » 
2 i, a” oe 
- ao pe. ba) 
eo ue m Se 7 a: a 
a 67: & ee ye 
; a I a ie BO BER a RL Re Ai a eg, gee eae ee oe ae. 
A ‘ : abi sf ‘0 ‘ Se ‘ YG4 "5 as 
| . age fx j et ae + : 2 ae ote 
%; é; ’ a ‘ rs Py 2 fi 
? i. ‘ : % ; ‘ ee: ae ° 
ee ye ; a 3 , é wf ; po; gg ; y) Ver é a ; 
oa = ° ; gee oe ‘ + * é 2 ee ‘ 
ge BE P . : . , eee | Z ff ee ‘ ee . 7 
a 4 ‘ $ ; ae: : - : 4 ‘Gg ‘ Aa i 
7 ne ; ee Sales 
alk ee 
“8 ly 
cre 
2 ie Sa 
a aie 
SESAME 2 EB ERIE I eas 
vi 
’ ss . « re hw ts 
sa aa a eS 2 aay d ate ye pee ae pens fee Peg dee x sre eee ae ee, oa a ek pe ‘ + ear ' RM ras i tha Ba ae 
ee se Py es 2a as A Dn pes Reto ag eae Bm Oe ad) i 2s ee TOS eM fea sos ity lk <i a aS ra ee an Sete ee ee 3 res fie Dk a Se Sen Dee eae ae le Ree A Sy: hae eee Ss rs a hee ts ee ee ee ge ES FLAW 


Visplay Aavertieing Gain | 


In the last six issues* Outdoor Life has the greatest gain 


in full-rate display advertising. 


Outdoor Life .. gained...9,701 lines 
Fields Stream... lost... 2,775 lines 
: Sports Afield.. gained ...3,994 lines 


*Nov.,’48—Apr., 49 issues 
vs. Nov.,’47—Apr., 48 issues. 
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| Newsstand Gata / 


Outdoor Life is the only major sportsman’s magazine that shows a gain in news- 


stand sales. And Outdoor Life has the largest newsstand sale in the entire field. 


_ 


Outdoor Life.. gained + 12,960 
Field Stream ....lost....15,955 
Sports Afield....lost....18,448 


ABC Statements of Dec. 31, 
1948 vs. Dec. 31, 1947 
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Harper Suggests 
Admen Adopt 5% 


Research Rule 


‘Invest 5% of Each Ad 
Dollar in Research,’ 
Ohio Conference Told 


CoLumsBus—Marion Harper Jr., 
president of McCann-Erickson, 
New York, told an advertising 
and, sales promotion conference 
here that “advertisers should in- 


vest 5¢ of every advertising dol- 
lar in research to make the other 
95¢ do a sharper job.” 

The conference, sponsored an- 
nually by Ohio State University 
and Ohio adclubs, heard Mr. Har- 
per advocate widespread adoption 
of the 5% principle. He suggested 
pre-testing to eliminate waste, 
and said that advertising’s basic 
problem today is a knowledge 
problem—at every level. 

Customers now are more selec- 
tive, competition is keener and top 
management is more inquisitive, 
he continued. “It is important in 
the present market to know what 
the customer is worth, what it 
costs to get him or her, and what 
it costs to hold the buyer.” 


Reproduction in Quantity . 


.06ic 


in 500 to 750 QUANTITIES 


(1000 and over .06c) 


PHOTO-MATIC CO. 


Phone WHitehall 4-2930 
53.59 E. Illinois St., Chicago 11, lil 


“Why not challenge your prod- 
uct in consumer acceptance and 
appeal...in your advertising ap- 
peal... your marketing target... 
your advertising dollar... your 
merchandise at point of sale?” he 
asked. 


# Dr. Paul Austin Wolfe, pastor 
of the Brick Presbyterian Church, 
New York, needled the collective 
conscience of the admen present 
with his comment: “We’re well off 
in this country, but unhappy. What 
is advertising going to do about 
it?” He cautioned the advertising 
industry to realize its “intellectual 
possibilities and spiritual responsi- 
bilities—and don’t forget the im- 
portance of religious belief.” 

John W. Craig, vice-president of 
Avco Mfg. Corp. and general man- 
ager of its Crosley division, Cin- 
cinnati, called this a “competitive 
salesman’s market, not a buyer’s 
market.” 

Craig said the pressure is now 
on promotion, advertising and 
sales forces. Production facilities 
are twice demand, he said. He 


predicted that the refrigerator in- 
dustry this year will produce and 
sell 3,500,000 units, and that 11,- 
000,000 radios, 2,000,000 television 
sets, 600,000 home freezers and 3,- 
000,000 washers will be sold in 
1949. And as for selling this out- 
put, he said: “It will have to be 
done the hard way—with a return 
to selling.” 


s Maurice B. Mitchell, director, 
department of broadcast advertis- 
ing, National Association of Broad- 
casters, called the retailer “radio’s 
biggest customer.” 

Mr. Mitchell said the NAB has 
found that a retailer should have 
an objective, beam his message to 
a particular audience, try to sell 
strong departments and_ in-de- 
mand lines, stress good copy and 
see that radio advertising is co- 
ordinated with other media. 

Gerald H. Carson, vice-presi- 
dent and copy director, Kenyon & 
Eckhardt, New York, discussing 
“copy trends in this buyer’s mar- 
ket,” said the swing is toward 
copy that tries to pick out pros- 


News, Advertising, Readership 


Devoted to Building 
Better Civilization 


is essential 


begins and continues. 
Just as MONITOR readers constantly rely upon the accuracy and 


fairness of the MONITOR’S reporting and interpretation of world news, 
so they turn daily to MONITOR advertising for product news that is 
thoroughly dependable. Furthermore, the men and women who read 
the MONITOR enjoy distinctly better than average ‘‘spendable income”’ 

spendable for the good things of life. Important, too, is the fact 
that MONITOR readers ask for MONITOR-advertised branded merchan- 


dise by name. Leading 


retailers are keenly aware of this. 


DEPTH OF 
PENETRATION 


for a climbing sales curve 


A regular program of advertising in THE CHRISTIAN SCIENCE MONITOR 
builds for your product immediate sales with valuable customers 
who are likely to be with you for years to come. For the MONITOR has 
the depth of penetration that reaches the point where sales action 


Be sure this international daily newspaper is on your primary 


a for your product? 


Street, Boston 15, Massachusetts. 


media list. May we submit a planned program of MONITOR advertising 
THE CHRISTIAN SCIENCE MONITOR, One, Norway 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER SAYS: 
The response of your readers to our advertisement in The Christian Science 
Monitor has been a tangible one for us. Originally our advertising contract with 


you called for insertions in the Pacific Coast edition only . 


to advertise with you but on the larger national basis.” 


the CHRISTIAN 


Listen every Tuesday night to 


Branch Offices 
NEW YORK: 


“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 


with Erwin D. Canham, Editor, over the ABC network 


. we gladly continue 


500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 
SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 


LONDON, W.C. 2: Connaught House, 
163/4 Strand 
GENEVA: 28 Rue du Cendrier 


1002 Walnut Street 
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pects who make up the primary 
market for the product adver- 
tised. 

“You can’t sell a headache rem- 
edy unless you use a headline to 
flag down people who have 2 head- 
ache,” Mr. Carson said. 

He showed that an advertise- 
ment’s chance for success invari- 
ably increases as the number o! 
pertinent merchandise facts in- 
cluded in the ad increases. 


ws “I suggest to you that before 
you go off on some new course 
because of this buyer’s market, 
take a good look at your funda- 
mentals,” he said. “Maybe you, 
too, should hold on doggedly to 
principles of repetition and con- 
tinuity.”’ 

The rising level of education 
in the U.S., he said, “means that 
advertising copy has to keep pace 
with the intelligence and educa- 
tional background of its audience. 

“People are pretty smart and 
they’re getting smarter all the 
time. That’s the biggest fact of 
all to remember in this buyer's 
market.” 

William C. Gordon Jr., market 
analyst, research department, Cur- 
tis Publishing Co., Philadelphia, 
in his talk on the “effectiveness 
of the magazine medium in a buy- 
er’s market,” said this is a “nor- 
mal” market of highly competitive 
selling, and “not an abnormal mar- 
ket condition, full of dire threats 
to business.” 

“Consistent and_ well-planned 
advertising will give a quality 
product distinct competitive ad- 
vantages in a buyer’s market— 
recognition, acceptance, preference 
and sales,” he said. 


ws Other speakers were Norwood 
Weaver, vice-president, A. C. Niel- 
sen Co., Chicago; Floyd E. Brown, 
Cleveland Plain Dealer advertis- 
ing department; Alan Wells, ad- 
vertising director, Kaufmann’s de- 
partment store, Pittsburgh, Pa.; 
George W. Wallace, television and 
network sales promotion manager, 
NBC, New York, and James W. 
Egan Jr., vice-president and adver- 
tising director, The Toledo Blade. 
The advertising conference clin- 
ic, designed to provide an oppor- 
tunity for a review of questions 
discussed by the speakers, was 
presided over by Joel M. Burg- 
halter, Byer & Bowman Adver- 
tising Agency, Columbus, O. 


Establishes PR Division 


Norton Co., Worcester, Mass., 
maker of abrasives, grinding 
wheels, etc., has formed a public 
relations department to handle al! 
work previously done by the com- 
pany’s publicity department. The 
new department will be under 
the general direction of Wallace 
T. Montague, vice-president in 
charge of business planning and 
development. Elliott B. Knowlton, 
who has been the public relations 
representative within the publicity 
department, has been named pub- 
lic relations manager 


To Gordon & Mottern 


Duo-Dial Quiz Corp., New York 
safety equipment, has appointed 
Gordon & Mottern, New York, t 
handle its advertising. 


The MOST Effective | 


ADVERTISING, _ 
MERCHANDISING, 
and EDITORIAL — 
INFLUENCE — 
_in the DAKOTAS 


Dakotas Own Magazine 
[JAKOTA FARMER 


" ABERDEEN, SOurW SanoTA 


' PO MALONEY 
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MANAGEMENT PLANS 


“At long last, young Mr. & Mrs. are mov- 
ing into that home of their own... creating 

hat is perhaps the most active, new audi- 
ence in the country. 

“This market obviously demands new and 
different editorial services. We have seen the 
blueprints for Mlle. LIVING’S exciting fu- 
‘ure. They project an editorial approach 
keyed accurately to the needs of this grow- 
ing market. Our publishing skills and re- 
sources — the aggregate experience of 94 
years of continuous operation — are pledged 


0 Mlle. LIVING’S success.”’ 
GERALD H. SMITH 


President, Street & Smith Pub., Ince. 
New York 
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“Move right in with young Mr. and Mrs...’ 


They’re starting on the biggest buying adventure of a lifetime! They need 
everything. Need it now. In Mlle. LILVING—shopping guide of over a quarter 
million young marrieds— your message carries news-creating impact. 


April-May issue sets new circulation and advertising lineage records. 
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EDITORIAL PLANS 


“The true test of a magazine’s service is not 
the rigidity with which it follows a formula, 
but the flexibility with which it meets the 
changing needs of the audience it serves. 

“Beginning with the September issue, 
Mlle. LIVING will meet this challenge. 
Guided by the sure knowledge that the fu- 
ture belongs to young Mr. & Mrs., our eyes 
are still trained on fresh creative horizons, 
but our feet are firmly planted in the down- 
to-earth practicalities of today.” 


EDITH BRAZWELL EVANS 
Editor-in-Chief, Mlle. LIVING 
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In their 


immediate future 


are exciting 
new plans for 
Mlle’s LIVING 
...the only 
magazine 

devoted 
exclusively to the © 
home-making 
activities 

of America’s 


young couples. 
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National Advertisers 
Test Bus-FM Radio 


in Several Cities 


New YorK—Despite the spotty 
coverage which FM radio in buses 
provides, national advertisers are 
using the medium in several cities 
to attract shoppers en route. 

Canada Dry Ginger Ale recently 


| FAARS WARES | 


The AMERICAN LABEL CO. 


435 forth Chicago 14 


Sheffield Hitinoes 


me CT ee, — ya a a I A 


renewed its contract with an in- 
creased schedule in Cincinnati, 
where several hundred vehicle 
sets are in use. Also directing com- 
mercials to Cincinnati commuters 
are the Gruen Watch Co., one of 
the first national advertisers to 
sample transit broadcasting, and 
Coronet. Coronet also is on the 
transit airwaves in Houston. 

Other companies experimenting 
with bus-FM sales messages are 
Household Finance Corp. in Hun- 
tington, W. Va.; Hyde Park beer 
in St. Louis. Whistle soft drink, 
Pillsbury Mills, General Mills and 
Skippy peanut butter have been 
bus-FM clients in Duluth for some 
months, according to the National 
Association of Transportation Ad- 
vertising. 

Transit Radio, Inc., which serves 


as national sales representative for 
eight of the ten cities now offer- 
ing the service, reports many na- 
tional products are being publicized 
through dealer expenditures. 
Among them are Chevrolet, Esso 
gasoline, DeSoto, Brockway trucks, 
Crosley radio, Singer sewing ma- 
chine, Frigidaire and Amalie mo- 
tor oil. 


s Transit Radio estimates that 220 
advertisers are using transporta- 
tion broadcasting in the eight op- 
erating cities in which it has an 
interest. In pioneer areas such as 
Wilkes-Barre, Pa., the operation 
reportedly is beginning to reach 
the break-even point. 

Transit, which has handled the 
equipment installation, providing 
special Stromberg-Carlson sets 


under the Transit Radio name in 
many areas, is gradually increas- 
ing the number of receivers in 
most cities. 

Cities expected to get transit 
FM next are Worcester, Mass., 
where sets are being installed; Des 
Moines; Kansas City; Allentown, 
Pa., and Evansville, Ind. 


TV Time Sales Gain 38%, 
Rorabaugh Reports 


Approximately 912 advertisers 
spent $423,364 on television during 
the week of Feb. 6-12—a gain of 
38% over the corresponding week 
for January, N. C. Rorabaugh Co., 
New York, has reported. 

The most sizable increase came 
from 38 network users. Next in line 
were 609 local retailers and 265 
spot clients. 


ve — 


“THE PAGE COUNTER” 


Because MODERN MACHINE SHOP contains nearly 400 pages of editorial features 


and blue ribbon advertisers, this guy is afraid his advertising won't be read. Says he'd 


rather be in a thin book for better display. Using the same logic, he would set up a 


retail store in the desert rather than in the main shopping district because there is 


less competition. 


WHAT HE DOESN’T UNDERSTAND IS 


that 
veritable market 


ing equipment. Buyers shop where the 
most merchandise 
issue Of MODERN MACHINE 
exhibits the greatest variety of machines 


MODERN MACHINE SHOP 


is a 
place for metal work- 
gest size 
sale. Each 
SHOP 


is for 


and tools available to buyers for their 
selection. It’s an action-producing, di- 


book that pulls inquiries 


which turn into sales. Results tell the 
story. Gardner Publications, Inc., Cin- 
cinnati 2, Ohio. 


Anthony Follows 


Chenery As Head 
of ‘Collier's’ 

New YorK—Edward Anthony, 
publisher of Woman’s Home Com- 
panion, has been appointed pub- 
lisher of Collier’s, succeeding Will- 
iam L. Chenery, who has retired. 
Mr. Chenery will 
continue to serve 
Crowell-Collier 
Publishing Co. as 
a director and 
vice-president. 

Mr. Anthony, 
who continues 
also as publisher 
of the Compan- 
ion, joined Crow- 
ell-Collier in 1924 
as fiction editor 
of Farm & Fire- 
side, of the then Crowell Publish- 
ing Co. As associate editor of the 
magazine he suggested articles 
which made news and sent ab- 
stracts of them as news stories to 
newspapers. 

Later he did this job for the 
Woman’s Home Companion, later 
taking on American Magazine and 
Collier’s. He continued this work 
until six years ago, when he was 
named publisher of the Compan- 
ion. 

Mr. Chenery was editor of the 
New York Telegram-Mail in 1924 
before joining Collier’s as editor 
in 1925. Prior to that time he was 
managing editor of the New York 
Sun and editorial writer and re- 
porter on such newspapers as the 
Chicago Evening Post, Rocky 
Mountain News, Chicago Herald 
and the New York Globe. 

He became publisher of Collier's 
in 1943. Mr. Chenery has been 
active in government work, in 
charge of labor publicity for the 
U.S. Committee on Public In- 
formation in 1918, and representa- 
tive in Paris, in 1918 and 1919. 


Edward Anthony 


NNPA Lists Speakers 
for April 20-22 Meeting 


Speakers at the 19th annual con- 
vention of National Newspaper 
Promotion Association to be held 
April 20-22 at the Hotel Roosevelt, 
New York, include: 

Leo McGivena, L. E. McG vena 
& Co., New York;. Palmer Hoyt, 
editor and publisher, Denver Post: 
Silliman Evans, publisher, Nash- 
ville Tennessean; Harold Manzer, 
business manager, Worcester Tele- 
gram & Gazette and president. 
Newspaper Advertising Executives 
Association; John Gould, editor 
and publisher, Enterprise, Lisbon 
Falls, Me.; William P. Stevens, 
managing editor, Minneapolis 
Tr bune; John J. Flanagan, direc- 
tor of media, McCann-Erickson; 
Tom Walker, treasurer, Sawyer- 
Ferguson-Walker Co. and presi- 
dent, American Association ol! 
Newspaper Representatives, and J 
F. Kurie, vice-president, Associa- 
tion of National Advertisers. 


Sightmaster and Empire 
File Suit Against Zenith 

Sightmaster Corp. and Empiré 
Coil Co. last week filed suit ir 
New York supreme court agains' 
Zenith Radio Corp. Each compan) 
asked $500,000 for damages alleg 
edly resulting from Zenith’s T\ 
set obsolescence advertiSing. 

The plaintiffs charged that th 
Zenith newspaper ads, which im 
plied that products of other tele 
vision manufacturers would b 
outdated by the opening of UH” 
channels, slandered them an! 
brought about a loss of customer 


Hare Feruill & Company F 
PERMANENT 


DISPLAYS 
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How Do Uouw Tell A Faamer 
Slicker 2 


Thom A C 


What’s your favorite reading? Iron Age? Casket and Sunnyside? More likely it’s 
the magazine you're reading now — the one that helps you most in your business. 
It’s the same way with us. We can’t understand why anybody without an active 
interest in farming would want to buy Farm Journal. Perhaps it’s because we’re 
so big — that people keep asking us who our readers are? Anyway, we have a 
man named Mr. Charles H. Wilson who does nothing but satisfy himself 
they’re the right kind of folks. That keeps Mr. Wilson busy, since we do a 


subscription business of more than 3,000 orders a day! 


If a subscription comes in from an outside source without an R.D. address, 
Wilson snaps back a reply card politely requesting full details. If those aren’t 
revealing, he gets disgusted. ““You do not live on a farm,” he writes disdain- 
fully. “And there is no evidence that you have agricultural interests. Maybe 
you'd rather have another magazine or your money back? . . .” 

As you see on this page, the answer to that is NO! And no wonder, for here’s 
a random grab analysis of 200 who passed gentle Charles’ unusual little initia- 
tion ceremony. (10% usually flunk). 


Owns or operates a farm 24% 
Will own a farm shortly 25% 
Does business with farmers 18% 
Raised on a farm 16% 
Family owns or operates 7% 
Agricultural College 6% 
Just likes it 4% 


Seems as if a lot of farmers live in Center City and commute to work these 
days. Or whizz into town for the mail before breakfast. 


Judging by these letters, they seem to be just the kind of serious customers the 
question-askers want. We just happen to attract 375,000 more of ’em than the 
only other national farm magazine. And since, in the paydirt sections, we have 
more of the better farm families than anybody, and our advertising response 
to both agricultural and household products is admittedly phenomenal, we 
don’t see what difference it makes where they get their mail. We'll continue to 
check, of course, but we’re going to quit talking about R.D. circulation. 


More than 2,700,000 good families like to read ads in 


Faun J 


GREATEST SELLING FORCE IN AMERICA’S GREATEST MARKET 


bt MP ee A eR vias, poe s Saas 
a ke Tes: igs GI hace har te brs. r ha! Fe 


WAYNESVILLE, INDIANA—“My 7 
husband is employed in operating a E 
320 acre farm at the present time. 
Weare very interested and hope you 
will please permit us to continue 


taking it!!!”’—MRS. E.R.F. 


DEER TRAIL, COLORADO—‘ We live on 
our farm and get our mail in town. We also 
have another farm, operated by others. We 
sure want the Farm Journal as we milk 30 
cows and farm 170 acres for feed and cash 
crops right here on the home place. We take 
other papers — but favor the Farm Journal. 
So no more questions, please!!!’"—F.].R. 


JACKSON, MICHIGAN—“T work a 
farm on shares and live in town. Am 


sorry the form was not complete but 
UWies 4 


Bios sure need your magazine.’’—S.J.S. 


LIVE OAK, FLORIDA—‘I own a 
poultry farm. I live on it but I go after 
my mail in town. I own a fruit grove. 
I own a truck farm. Do YOU “think 
there might be something in Farm 
Journal of interest to me?” —D.LW. 


HENDERSON, KENTUCKY—“It seems that we 
can’t get together on this magazine. Yes, I do own 
a farm — 800 acres. I do not live on it. I go out and 
operate it. And I have some business in ‘the city. I 
would like the Farm Journal for I want the best, 
but if you won't let me have it, I'll have to take 


something else.” —HW.P. 
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State’s Untair Trade 
Law Is Ruled Valid 


Los ANGELES—A state law pro- 
hibiting retailers from selling items 
below cost has been upheld in a 
Kings County decision directing a 
Fresno police judge to find J. H. 
McMillan, general manager of 
Black’s Grocery Stores, guilty of 
violating the California unfair 
practices act. 

The judge ruled the law was in- 
tended to prevent monopoly and 
regulate business in the public in- 
terest, and that a citizen does not 
have the right to conduct his busi- 
ness in a manner injurious to the 
public or any substantial group 
of people. 

McMillan had been charged with 
selling a pint jar of salad dressing 
and a pound of margarine below 
cost in October, 1948. In January, 
a jury of Fresno housewives found 
him guilty, but the judge asked 
them to reconsider, saying he felt 


the evidence would not support the 
verdict. The jury was unable to 
reach a new decision and the case 
was taken to the Kings County 
court. 


Daystrom Appoints Three 


Daystrom Corp., Olean, N. Y., 
manufacturer of chrome tubular 
steel furniture, has appointed 
three regional sales managers. 
Eastern sales manager is Arthur 
J. Hirsch, formerly with General 
Electric Co.; Solon H. Landsberger 
has been named central region 
sales manager, and Arthur J. 
Rock, formerly with American 
Type Founders, Daystrom’s par- 
ent company, western regional 
sales manager. 


Plugs Chocolate Mint Bars 


Miss Saylor’s Chocolates, Inc., 
Alameda, Cal., has started a test 
campaign to re-introduce its choc- 
olate mint bars to the San Fran- 
cisco market. Spot radio and tran- 
sit advertising is being used. Al- 
bert Frank-Guenther Law, San 
Francisco, is the agency. . 


have 


Don’t let 

her glitter 
and glamour 
fool you! 


Sues BIG, glamorous, and tricky .. . 
the Los Angeles market. 


Some people would 
you think that everyone within a 


radius of fifty or seventy-five miles shops 


in Los Angeles, and that only the Metro- 
politan papers cover the entire market. 
Such is NOT the case. For example, Long 
Beach, California, some twenty miles to 
the sown, is a separate, distinct market in 
its own right. By almost every index it’s a 
bigger, wealthier market than Ft. Worth, 


Texas. 


Represented 
Nationally 

By Cresmer @ 
Woodward, Int. 


And only ONE newspaper covers it 
like the proverbial blanket, going into two 
out of every three Long Beach homes. 


That newspaper is the... 


RESS- TELEGRAM 


“The Paper the People, and Advertisers, PREFER” 
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Magazines’ History 
and Great Effect 
Told in New Book 


New YorK—‘“Magazines in the 
United States,” a 312-page, $4 
book published by Ronald Press 
Co. here, is the work of James 
Playsted Wood, a man who likes 
magazines and certainly realizes 
the importance of magazine ad- 
vertising. 

Although so carefully prepared 
and written that it is sometimes 
soporific, the book engagingly 
draws parallels between early and 
present-day American magazines 
and does a thorough job of show- 
ing the vast effect of the medium 
on U.S. economics and society 
since Ben Franklin started his 
Pennsylvania Gazette in 1729. 

The parallels between the ear- 
liest and latest magazines are 
startling. Author Wood makes it 
clear that the U.S. has nearly 
always been a nation of magazine 
readers. Circulations were not 
large to begin with (though at 
times in the hundreds of thou- 
sands long before 1900), but they 
had as much influence on the na- 
tion a hundred years ago as now. 

The book shows that publishers 
spent relatively great sums a 
century ago to promote the 
magazines; editorial contents were 
not then much different from those 
today; and well before the turn 
of the century magazines were 
carrying campaigns of advertisers 
whose budgets ran over $100,000. 

Wood goes carefully into the 
development of magazine advertis- 
ing and emphasizes that this ad- 
vertising has largely made pos- 
sible the selling of goods na- 
tionally, the expansion of mass 
production methods and a great 
educational service for the pop- 
ulace. 


Appoints Chirurg Agency 

James Thomas Chirurg Co., Bos- 
ton, has been named to handle the 
advertising of the Forbes Litho- 
graph Mfg. Co., Boston, creator 
and producer of point-of-sale and 
point-of-use merchandising ma- 
terial, cartons, packaging wrap- 
pers and labels. 


Otaco Appoints Orr Agency 

Otaco Ltd., Orillia, Ont., manu- 
facturer of agricultural equip- 
ment, has appointed Wm. R. Orr & 
Co., Toronto, to handle its advertis- 
ing. 
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Teleradio Mans Corner 


Jimmy Petrillo in his day was able to force upon radio sta- 
tions, or at least those with network affiliation, a certain 
number of contract musicians which broadcasters said they 
didn’t need and aggressively resented. Here and there around 
the country the American Federation of Radio Artists or- 
ganized announcers and won contracts. Again the staff en- 
gineers sometimes came under one or another union. On the 
whole, the broadcasting industry was unionized mostly on 
a network and very little on a local basis. 


You may take it for granted that all of the implications 
in the above statement are fully understood by the various 
unions who now see sight added to sound broadcasting. A 
much more vigorous campaign to unionize television from 
top to bottom and from north to south is certain. For the 
time being the drive is felt in the big production centers like 
New York, Philadelphia, Baltimore, Chicago and Los Angeles. 
Tomorrow the unions plan to move in upon the second and 
third string cities and the day after into smaller areas which 
largely have avoided radio unions. 


A quiet announcement the other day from the Screen Ac- 
tors Guild, headquartered in Hollywood, is in point. This 
union is moving in on television movies made in the East, 
“seeking immediate negotiations with employers to protect 
actors.” Video films at present are largely shorts made by 
advertising agencies on behalf of clients. The SAG action 
serves notice therefore upon national accounts that costs may 
go up. 

But there is something equally interesting involved. SAG 
at the same time is proclaiming its conviction that the “one 
big union” of screen, legitimate, vaudeville, opera, radio 
and television actors, is a bust. Management will have 
many rival jurisdictions to contend with. 


A continuing nuisance in Manhattan is the hostility of the 
International Brotherhood of Electrical Workers (IBEW) and 
the International Alliance of Theatrical Stage Employes 
(IATSE) as to who shall rule video cameras. For years 
IBEW made spotty progress in radio. Again IATSE (stage- 
hands) tried and failed, save for installing standby back- 
stage custodians of dramatic theaters converted to radio. 
Hence the zeal of both unions to assure themselves strength 
in the all-important new medium. 


Just recently the Authors League of America spawned 
its fifth “guild” for television and will be calling upon man- 
agement in New York next fall. Authors are especially wor- 
ried about free re-use in video of written material sold 
years before TV. Magazines, movies, and radio itself are 
seen as capitalizing on their dead files. 


Admen can make whatever they choose of the above facts. 
They will, however, not fail to understand the salient truth: 
it all spells higher and higher television overhead. 


ALRIGHT... : 
WHEN I COUNT :: 
THREE!!! : 


operate day and nite. 


He's like our service managers . . 
that delay a job. It's been a good policy, too, as our 
growing list of customers prove. Need some help? We 


. no patience with things 


— 


“WASHINGTON 


COMPANY 


118 SOUTH CLINTON ST. 
CHICAGO 6, ILLINOIS 
TELEPHONE FR 2-6343—44—45 


is enclosed. 


(). .. FREE exhibition tickets for 


POINT OF PURCHASE 
b ADVERTISING SYMPOSIUM 


days, April 12th and 13th. 


APRIL 


lar & Lor 


HOTEL 
BILTMORE, w.c 


Mail coupon now 
for your tickets. 


POINT OF PURCHASE ADVERTISING INSTITUTE, INC. 
16 EAST 43RD STREET, NEW YORK, W. Y. 


GENTLEMEN: Please send the following tickets, for which my check 


[]...April 12th Symposium tickets, including luncheon, at $5.50 


admittance to exhibit floor both 
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Olive Industry 
Begins National 
Consumer Drive 


San FrRancitsco—The well-filled 
ripe olive bowl as a California 
custom will be publicized this year 
in the first national advertising 
campaign undertaken by the Cali- 
fornia Olive Advisory Board. 

The board, organized last year 
as another of the state’s legislated 
marketing commissions, represents 
more than 2,400 California olive 
growers and 43 processors. Bert 
Van Cleve, manager, told ApvER- 
TISING AGE that its 1949 advertis- 
ing and sales promotion budget 
has been set at $76,000, based on 
a per-ton assessment covering all 
growers and processors. 

Although green olives also are 
covered by the marketing act, 
funds assessed on their production 
are being held in a special ac- 
count until the board decides to 
start promoting them. 


s Half and quarter-page adver- 
tisements featuring ripe olives are 
to run from now through Septem- 
ber in Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s and Woman’s 
Home Companion, while trade 
copy is scheduled to appear in 
Chain Store Age, National Grocers’ 
Bulletin, Progressive Grocer and 
Super Market Merchandising. 
Dealers are offered various mer- 
chandising aids. 

Consumer ads quote testimonials 
from well-known Californians on 
the custom of setting out a bowl 
full of “your favorite brand of 
California ripe olives” for friends 
and the family, too. Both food 
value and flavor are stressed. 


IN ADVERTISING 
Now 


—— 


IN 
ASHEVILLE 


NORTH CAROLINA 


You are now able to add addi- 
tional punch to your advertis- 
ing in the Asheville Market. . . 
1,000 line minimum in black 
and one color, R. O. P. week- 
days only. 


For your copy of STANDARD 
MARKET FORM, Route Lists, 
Trade Information, and surveys 
write to the Advertising Di- 
rector. 


The KATZ Agency 


National Representatives 


Mr. Van Cleve devised a popular 
gimmick to promote the product, a 
two-color card “Pit-toon” for olive 
pits, which was used as a gag at 
merchandising meetings with 
wholesalers and retailers through- 
out the country. The card, placed 
in an empty container after the 
olives have been removed, may 
be produced in quantity for con- 
sumer distribution. 

Cosby & Cooper handles the 
board’s advertising account, with 
special publicity being directed by 
the California Food Research In- 
stitute here. 


Names Bensignor . 

M. E. Bensignor, New York, has 
been named exclusive United 
States representative of Confes- 
iones, Mexico City. 


ie -ces SOs end ae 


Pyle-National Boosts Two 


T. W. Milligan, manager of the 
western division, has been ap- 
pointed manager of the central 
sales division of Pyle-National 
Co., making his headquarters in 
Chicago. James V. Baker, with the 
company since 1919 and for the 
past six months assisting in the 
organization of the central sales 
division, has been named assistant 
manager of the division, with 
headquarters in Cleveland. 


‘Daily News’ Names Young 


Dave Young, producer of “Fam- 
ily Theater,” has been appointed 
radio and television consultant for 
the Los Angeles Daily News. The 
newspaper has three television 
programs weekly over KTLA, and 
its publisher, Manchester Boddy, 
is heard regularly on KFWB. 


pf Salon Cale 


All branches of illustration and 
commercial photography, in 
black and white and color — 
prints and transparencies. Photo 
retouching. 


: | 
‘gela- 


oD Ght PHOTOGRAPHIC ILLUSTRATIONS 
Nez 


1721 No. Wells S$t., Chicage 14 


“Missouri Ruralist is my first choice when | adver- 
tise my Polled Hereford sales,” 
Weathers, Fayette, Missouri, secretary of the Mis- 


says Ja 


James Weathers 
GETS RESULTS 


from 


Missouri Ruralist 
Advertising 


souri Polled Hereford Association, who has placed 
all of the association's advertising since 1944. He 
marvels at the pulling power of his and the associa- 
tion’s ads in Missouri Ruralist. 


The influence of “Missouri Ruralist” on 
rural Missourian’s buying and selling 
habits is evidenced by its choice as their 
number one advertising medium. The 
fact that hundreds of “Ruralist” sub- 
scribers, who are also buyers of live- 
stock display advertising, purchase 42 
lines in Missouri Ruralist to 5 lines in 
the closest secondary medium, is added 
proof of its selling power. These facts 
are vital to national as well as sectional 
advertisers seeking the proper medium 
to cover the Missouri market. 


No. 1 
No. 2 


MISSOURI RURALIST 


The Missouri Ruralist has spent nearly 
ninety years analyzing, not merely re- 
porting, on modern farm events and 
practices, as well as in presenting agri- 
cultural advancements keyed to Mis- 
souri’s needs. 


The Missouri Ruralist offers effective 
influential leadership, readily inter- 
preted into added sales volume, to those 
who are interested in an aggressive ad- 
vertising program in Missouri. 


Display Livestock Advertising 1948 
MISSOURI RURALIST a ° 


*(From publishers information bureau) 


A WEEKLY FARM NEWSPAPER... 
* (Estimated, no records published) 


*41,806 lines 


*4,764 lines 


Editorial Office . . . Fayette, Mo. 


Ses neni 


es gina nF oat, Y ae CSies 2G See et ie Pi gNe ” Siac eos aes ea ee Sarge cbs. ae es Sk oe ee a ee Ei eh. REO OO eRe are ies Seas 
ee ee , Fst ie p EN tok oe Shee” A ee ee Sa ae a ale £ Sue hows e Be A sh 4 Septet Paes 

ie Bo ey gr a ae OM rad ech wah teapheter  5. RIO a tise a eee Bnd « Tene Ne Ae See sive . Oe ny hs a a eS Nii ie eh meh ee 

eae ee co ee rye bag bas ae i , tee . ee aie Vat Rete ko" Ts eee es, oe. ac 4 bi ee oe Pe ee Sis: ae be 9 ee Bi 

ee zi a : Joust Bes eee Ste aaa, Coli gear i ee a see é ar eer nee aI oe rs ey sie “ = : ae oe ee ee ee See . oe 

4 >4 . ¢ . - ° “ . . . , « ie oy 2 i he Fe 

. ad i : 

i Seen 

: re ee 

| —_ ee 

ala ci ait oa 
i a . aad , ach ‘j 
ent eae 
| cy ae 
: oes 
| p a . 
ee { 

di: 

4 ae 
pe eee: 
oe 
; ae 

| Ca ee ry 
re 
wii ate: 2 pe : ae - : 
- spi gee ak é bat 
5 all st ie 
pas Sy Si - 
: " 3 
pi ; ae @ tis 
. "a 

A . en 
, «, ; J Ao i 

“i. ete 4 “4 of Bi 

‘ a ait aide Baad < aie ip 

me sd PY pocal — e el fe Fe % : 

“ St lo gg ir. 2 ; ” 

° We dal te i, es a iE el ni, : a ‘ 
, : é- ee s,s a 
; —sS, x m j , Ong a } 
“ a a. ce er ” % ce ~ ¥ 
; y * : ' , ww “ /% et. ; ua 4 ‘ a y ; iit 
| sas mn tee \ i i, ba ™ Ca OE. gee eee ; F bai . 
ies e / é 4 ‘ am mo > és ee. 7 ere “3 om. ; - aD a 
| : em , /* ‘3 er he ee Sw tae $e - 3 me er 
‘J vs bis. - a : ont ‘te *.% ot 5 e$ gong . - th y r : 
‘o i _Y A hl Fe ee ee i ee ae ee - | 
‘’ A ae le « Peed er. - ne ~~." ee sg eS Po wnt 
A) ae ee sig ee g a ia oe) per * “ oir: 
: ws, ipa ve ~~. iF co i 2 es “ Pow , gigovias F 
~ i aie’, ay ae S Fa ee \ - eeeratne 2 oe oe - ad » oA” 7 
=- it ey oy ee 
aaa os A . 2 , wey no — aot cas eee : iy i ee eee me # ra ae ; ‘ 4 
; ‘ a. ’ te? ee “a iat So Sega” My ‘ — 4 
ite - ae — a ae: a ; 
= z oa £° : se . Sa whet é . aa re 
ee tw Oe: ia tat, # 5 
. Vieis “oe nA ne oe 
“a? - hg < “ pbs a 
we gag e Si ren Oe 
-_ aS ee 
a iia 
E ee = 
vi i 
e a 
ee oe i 
Poy, Pi) 
ras er 
<i 
ae rie 
me, 
SSO a Sa 
cs : Bee 
' a 
a 
he 
: 
_ | ‘ 
| “4 Po = 
| , ° SS, ° * 
's & —_— 
ws - “Ga, ee ao! 
| 5 RZ _ : 
| issouri ST, 
' : = Nm” 0, 
Oe. "> ; 
4 ~ ~~" 
+ * . , 
: es Ruralist SD * 
‘ 4 y Z i ce 
THE ASHEWLLE | ‘ 3 
Nee << 4 pea g 
a os a Qo Be : 
( en eT Tee a 
egy: er Pee 
™ aetescandaicnanselanen ce 
ASHEVILLE, NORTH CAROLINA ae 
ei tet 
, , : ‘ ; ‘ ‘ ; oe. ag ee 
SAS IE ie ape yi em sakes PRD SR LR Oe La IB oa RS ee ea, 7 mmm SER Rape SS A RRO ee 


i ON eae aes 


a ae ips ae Pe ee So aa eee a eee xan Se YS a ae 2 on ae oe ate es aN se. 2 ed 5 SF Eee at ee ee a ee ar” Yee": J Swng ae eee? ipa Rt ee aes KE ee i aar| - Pas 
aoe See Se 2) Tate ae ie Sis Wed ee Te eg ee Ss Games | ae Vie Gee ud PG a re eee bee od eye Bin Cy eed SPaeR SE Se Mar ee Te ee 
Mera SS eee ie Ret stags ae Page. oer ey | te ee ’ hee core ae . ie Be a ee PIES" ae ‘ 3 eee a te Be ee ale Nee eee 2 ae Re ‘ee F eee 
By 8 gee” WA ae Ae GL eM occa Wo a i ea ca ee: ee . eek ‘8 ES ig Reger en, ote a 
a Pe he eld ere Be ieee bo ee see ce Te Gee Pie: a aie ae ee =. ik ance ee Xen et oki fie) Oe! ae ae ‘sich ae Bar ae 4 Se oe yeh thee eR 
a ae ages ais a ae poe eed me ey Ea aes See) eo ee man fay Pre ae et ca ee Bi. pee ea ee ee ah eee a are ae ic re ee aa ae Bar i | ga ek 
ae i mete ee ee ae et ar bee eae aie SAE peer oe a ae iene 6 ie) BBO ama bots = de = Aig a RY eer al ee eee et oe ae sy ay ae aaa 3 SS 1 eae, 
Ce ae ee es. ‘ata i _ ‘ i Fs ‘I ase Ze Sy - ae ; 4 5 ee i rect] > : ‘ 
as 
° 
a = . : a —_ — . 
at oe 
+ 
Mer - yo > om ane ear 7 “ - *} 5 é Hg ae. Se." Phe a: te oe Pe $ ’ 
ia i lls, mp * - . % - . ~ % 
é 
— ¥ ‘* 
bs 
or co 
Ae | # ‘i BY 
ei : % ¢ 
rs 9 
E ‘ 
ih z ‘ 
i “ 7 cae 
a % ae: SS. See 
es ’ i Beet Ss 
: ~- » , + i 
3 de ' rena oe 
E na i: : :e £3 no 
: , @ : 3 co De 
& ul oe ot 
ne: q o ieee a 
x oP Ba gia d 
; pe pee oe ee ee ee 
| 4 . eee “A 
: % ca nen, een oe da 
= — : IE ie, Ne es 
= : {ll e int i np ee 
a © mt a ty i F ngleas a me 
t ; ; Sg eal Pa) 
s : 9 ¢ _ y * .% 
a a _ “t ae aes 
' * oe ; a 
eh é - Fe A Oy r 
fe a 5 oe we 
‘ 2 .% eo . Pate on 
= 2 AS agi c . 
= « < & 4 £ #f 
1 4 a ek a 
ie” ‘ ees Td s 1 wf ee 
a i + E kis. : ‘ Bes 
: . + Sac ’ 2 , ae fh 4 
: , a nae P P a : eo S 
q p ad “ * fee VAP ae 
"Ag by a Ne | sae ee 
2 oo ee is a 
8 i "e i i 
pe ; ‘‘: ay + 
& Pe ‘ = |e in, fai ag 
: y .... Wp: - eee F 
WP: wa ‘ i a $ y or i * 1 
be e ' ta ‘ ‘ E . we 
ae a lag ' a alk ‘ : 
Mei, L b ey, e, zi 
22 B Bs i ee A 
ss z ‘ : 2 : Boe ee 
ie . " age j b aie tie 
an, & Z 4 "1 Pare: { 
; Rt : ES . 
WA = ss 
: f Stet a, ae x Se 
. Ps wir a ae ? 
: we e ~ ie - 
. : a7 . 
Ss; , ~ as #F 
: a ; 
“ pee A 
_ 2 i j 
- 
3 ; i 
igs : 
Pe 5 
: “= * ° 
om 
: ee, . : é 
: ; : i . 
Ps 
KR 3 a * 
a q 
a i. a ee 
Se . rape 
& ee 
P 2 r Z 
= 
a, a 7 > 
F . E ; . 
‘i “ 
is . : ely 
gil : : < a 
es &g . . : ‘ i 
; ‘ : = 
: F. - “a 
Sy : es. ‘ie & 
PS 
7 es A 
ae % ~ a 
: € se 
" se 4 ae, 
38 8 ‘ a 
y < aA 
e : > ! : 
ee is i ae 
: ae ae 
Sy ne : Be at 
at : c 3 
es _ Jas 
. = 3 3 
: ea ; : 
x . ” 
ue = 
en a 
he So ie * 
= of _ 
i > 4 
F : ek 
ee ih cS 5 
‘ oF 
pe é q 
: a 
£5 ‘ 
a FS # 
ce z 
se " SS 
sy) m 
ae : 
j S 
e % 
ae ae ee 
3 - 
i : : ce 
cal & . 3 , ¥ 
A Se en 
% % a 
€ Fie. : 
; « — 
- 8 - Se . } 
z § — 
te » ee 
Ey : . ees . 
fe ae ee . 
cout 
Fe t . . Bad 
7 . . : 
em ‘ 
“We 
a : 
4 " 
a x 
a . ; 
ae 
See 
ne 
i 
: : 
4 # 
= ey 
: ‘ ig 
‘ “ a 
F ¢ 
: ee nee e es o : : ie ee ce; p 
: * ry ‘ : a 84 3 x Se os alee ae ee oc ee pe ee os Se a ee ee : , 
. es ve 4 » é me \ - : 2 y ee. pois eee ye ee ee See ? ~ : $ 
: ee ee ee 2%. a te eek a. a ; , ce ek ee 
iE ee 4 La a Se oe) 2 x 
3 ‘ r 
z Sd 
i om 3 eee ris 
ae : . inne : : 7 Pt ‘ ‘ we . ; ‘ j Peal ae ; ¢ : = ie! ‘oa rn ; bode bet , is Beran ie eige Beer a ¥c igs eae fale ie ere ey : 
ay ee i aS, sir Zs ne . ~ vd * hh i m hee = 7 Ay pie ee ve Pe Oke kp eee; 2 ae i a 2 Lge a nae ant. a ee ee ae, ek Bg 4h see Ee 7 oan Yeats aay at saat tang F Ady ‘oF be si Salat at ee ee 3 eet ee ¢ rr 
FT ee . + ¢ P ve ee 7 . * i 5 - ee Ee ey a i fo PRN SAE ce Va hey ae nr ee ae age be ea Sete aT 8 aren ONES ge Bigg eink aaa a ae Ae Ie ae een cere aes Sac Nira ie eed RU me Bes Re ele ee ger eo Se ER eR ee on ae Ae Se hee Bae cg Te eae ~ ty 
ee Sp ere psy geo aaeay ae RE ESOP lt fe get Ee one ape ea cy ® SRR Bee i ne EY ye aE in tion. yA eg Meee SOTO ak’ heel uae eae eo Ee a ee ae Stara ate Se ae PS eae me 2 TSG ae oe eS ee ak eo ae Ca eee Fa Sees BS ae Sg one te, Shee = 


se 


is 


nae 


Rett ae Sci 


veges: < : : ie a ee Sr seataan” aiie ee. : I eee : BE ee ers ; ae | ae aaa ce ee ee rrr ae ee As ie Sn ae a ard ee i a ey ous 
yt aa oad Rt ape (ee ae Ts ee ee a eee 6 > a a ee aa ect ite 0 Ox yas: ee ghey { e ale ot ao Cheeni % RC eee 4 Ser ad oni Po ae ae 
oa i.e re i eee ee ee ee se ce eee ee ee ee Sg eae es a. ee ee 2 eg ee Ee eee 
aon cS eee ee oe i pees) a gi and ne OE. | eae tS rope 4 ie Tape came mere ian oe ak t ne care ae : ae 2 Bn OS | ei Se) See eee eo on 
3 iis 
Bi 
Sees Sie. 
ee 
a 4 5 Bess 
cope ‘ - 
: po ee P > 
° io ay: 
—_ Bs a5. 
ape Jay 
oe ra e ‘ ee 
| eae: { ee ak 
sf ~ a 
lg e o ca Be 
oq ® : * 
i] god, : ; 
: FIELD ; ; i 
i : ’ ? ss 
| R L\ FE ' | 
i <. Cs : 
- . 3 ‘ ' ‘ 
a 750 y00 | 
‘ \ ! | 
é a oa ai re 
i é 4 
Res, ‘ ; 
cS i 
4 ie 
Le te ek t 4 
: ee AS > ; 
he We . es et 
Bn ip i eae ne 2 
i ; vee é eee 
4 , me 90 a A 7 
Boies 1 259, : a4 
; 5 ' . ; 
: i “s . ' 
¥ # a q 
4 Pa = 
; : : 
! t 49 e 
, — 
i ; ‘AS : Bi, 
’ pures” 7 ae 
é ion ed... 
e: om i mat! . , feats 
Be ste pubis eo 
—_ ee 5 E oa — 
ae pe. 
es. = ae 
: po * \ ae 
; , ‘a 
— _ 
WE ; eae | 
. is ee. 
: on zt a Eee 
es ie 
¢ * P * ee 
2 : : ee 
; ‘ ‘ Vee ee 
% ee oe 
a fe i i af aa iia 
4 " . 2 “ ‘ ie as Fea a age me ao ht pata tats gat ae Rap Pg 8 RIM oO 0 SE eh le j ; is ae 
hg Ne a ee pag Mek 9 SMT eg EG IE BE! LM Ree itis i Pi a MOS ghd hss: of or: Cae Ts. ; be Z “heed i ‘ Be kA p G icies oa — i ere’ oe 
Ge Ntsc ton Pee a ae iat Skis Nae we ik Ee oes a Ogi: Ae Pe Na get ot, BEA ara Lute aha eke rn tenes pk ore Seeenene Se Cee eg eT me eT eR oe Pic? 3, 


Admiral Introduces 
First ‘Triple Play’ 
Record Changer Sets 


Cuicaco—Admiral Corp. an- 
nounced last week that it will 
start dealer deliveries in April 
of a full line of radio-phono- 
graphs and television cormbina- 
tions equipped with a “Triple 
Play” automatic record changer 
that plays all three types of rec- 
ords—at 33%, 45 and 78 rpm 
speeds. 

Sets equipped with the new rec- 
ord changer will be advertised ex- 
tensively, starting in April, as part 
of the $8,000,000 campaign Admiral 
plans this year to merchandise 
$100,000,000 worth of video and 
radio sets, radio-phonographs, elec- 
tric refrigerators and ranges. 


s Admiral’s president, Ross D. 
Siragusa, said that the company 
believes the easy-to-operate rec- 
ord changer will bring about 
standardization in the phonograph 


Opens the door 


TO MORE SALES IN 
MERICA'S NO. 1 DAIRY STATE 


WISCONSIN 


WIN WISCONSIN 
with the PAPER 
Dairy Farmers Read 


Here is the one farm paper that 
can sell the top 90% of Wisconsin’s 
prosperous, progressive farm 
market without supporting help. 
Reaches 9 out of every 10 farm 
families in the state—gives you 
in a single medium within a single 
cover the concentrated, volume 
circulation that means volume 
sales. Win this richest of all dairy 
markets with its locally published 
state farm paper. Specific market- 
ing information on request. 


Published at Racine 
Wisconsin Since 1849 


industry and “eliminate the con- 
fusion existing today.” “Any rec- 
ord changer that fails to do as 
much as our new model is obso- 
lete,” he added. 

The record changer employs a 
single tone arm and turntable. The 
tone arm includes two needles, 
with a control switch to shift 
from standard to long-playing rec- 
ords. Three center posts or spin- 
dles accommodate the various rec- 
ords, and special receptacles are 
provided in all consoles and com- 


binations for those posts not in 
use. Admiral said the equipment 
will go into the full line, includ- 
ing two table radio-phonographs, 
five console radio-phonographs 
and 17 television combinations. 


Y&R Appoints Baker 

Barbara Baker, formerly in the 
art department of Conde Nast Pub- 
lications, New York, has been 
named traffic manager in the San 
Francisco office of Young & Rubi- 
cam. 


WBAP-FM Goes on Air 


WBAP-FM, sister station of 
WBAP, AM and TV, Fort Worth, 
has started program operations. 
The video outlet, first in the 
Southwest, went on the air in 
September. 


Morrison Names Alexander 


Morrison Crafters, Inc., Toledo, 
maker of houseware products, has 
appointed Barton Alexander Ad- 
vertising, Toledo, to handle its 
advertising. 


Advertising Age, March 28, 1949 


Roll Joins Duff Agency Fre 
Harold E. Roll has discontinued 
his own agency, Harold E. Rol! oO) 
Co., Omaha, to join Mort Duff! = 
Agency, Omaha. Duff also an- But 
nounced the opening of a Phoenix 
branch office. NE 
len 
Sykes Appoints Barbour Tram 
David F. Barbour, formerly ad- signir 
vertising manager of Lord Mfg bagg) 
Co., Erie, Pa., has been appointec radio 
director of marketing of Syke: the p 
Advertising, Pittsburgh. been 
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Advertising Age, March 28, 1949 


Fred Allen’s Rating 
Continues to Fall: 
But NBC's Got Him 


New York—Comedian Fred Al- 


len and NBC President Niles 
Trammell last week announced the 
signing of a contract covering the 
baggy-eyed entertainer’s exclusive 
radio and television services. For 
the past few weeks, radio row has 
been seething with rumors of CBS 


-~O”™ 


overtures to Mr. Allen. 

Allen has told the press that he 
will take a year’s rest at the end 
of his current NBC series for 
Ford dealers. He has been plagued 
by ratingitis since “Stop the Mu- 
sic’ began its phenomenal rise on 
ABC a year ago, in the spot op- 
posite him. He tried insuring his 
listeners against giveaways last 
fall as an antidote, but the medi- 
cine evidently didn’t take and the 
insurance feature of the Allen 


time. 

Meanwhile, his rating continued 
to shrink. By March 15, Mr. Allen, 
in previous years a regular in the 
first 15, was down to 83rd place 
with a Hooper score of 7.9. 


Hewitt Appoints Smock 


Robert L. Smock has_ been 
named director of radio and tele- 
vision for Hewitt, Ogilvy, Benson 
& Mather, New York. He formerly 
was associated with Ward Wheel- 
ock Co. and Young & Rubicam. 


Sponsors Pimlico Race Meet 

A. Sagner’s Son, maker of 
Northcool suits, will sponsor the 
spring meet of Maryland’s Pim- 
lico race track over WMAR-TV, 
Baltimore. Time for the eight-day 
event was bought through I. A. 
Goldman & Co. 


JWT Transfers Shippee 

Jack V. Shippee, manager of the 
Houston office of J. Walter 
Thompson Co., has been trans- 
ferred to agency’s Kansas City 
office, which he will manage. 


show was dropped after a short 
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ALBERS 


FIRST NATIONAL 


Look through any issue of Family Circle. Notice the 
number of illustrations of “hands at work”— washing, 
cleaning, cooking, ironing, sewing, tending the baby. 
Family Circle is edited for women with “working hands.” 


These are the women who not only do the household 
buying but know how to buy. They know, from experience, 
what they want in a cleanser, in a cereal, a vacuum cleaner, 
a washing machine, baby food—anything they use in 


™ their homes. 


q 


~~ 
on 


ai Over 1,700,000 of these women buy Family Circle every 


( month. 82% are housewives, 55% have children. They 


| buy Family Circle in the chain grocery store where they 
do a majority of their shopping —right at the point-of-sale. 


This point-of-sale method of distribution is Family 
Circle’s assurance to the advertiser of a selective, low- 
waste audience, every one a known buyer in a chain 


grocery store. 


More and more advertisers are taking advantage of 
Family Circle’s all-shopper audience. They are concen- 
trating where buyers are concentrated in a medium 


designed for those buyers. 


bought by women where women buy at: 


COLONIAL 


AMERICAN BOHACK 


SAFEWAY 


GRAND UNION 


JEWEL RED OWL 


—_—————™ 


IN GREATER 
TORONTO... 
CANADA'S - 
RICHEST 
MARKET... & 


more than 


80% 
of the families 
read the 


© 
: 


TORONTO 
DAILY 
STAR 


NOW OVER 


360,000 
Copies Daily 


80 King %t. West, Toronto 


University Tower Bidg., Montreal 
In U.S. — Ward-Griffith Inc. 
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4 ® The New York Journal-American drew over 11,000 men 
¢ and women contestants to its 1949 bowling classic. 


<3 
bs 4 
g * 
| ‘ 
a 
ss 
a 


4 it 


® The Journal-American competition is the largest newspaper- 
sponsored bowling tournament in America. 


® Contestants spent over $50,000 in entry fees to compete 
for cash and medal prizes. 


HE Annual Bowling Classic for men and women, a major 
event in all national bowling competition, is just one of 
' a score of activities sponsored annually by the New York 
Journal-American. But it dramatically points up what many 
national and retail advertisers know; that the Journal- 
American is a kingpin of advertising pulling power ...a 
mighty stimulus to its eager, loyal and free-spending readers. 
Here is a clear-cut demonstration that New Yorkers 
closely follow Journal-American activities and advertise- 
monte and ee they soqpens promptly to sales suggestions your story 
in their favorite evening newspaper. : 
strikes home 
a Advertisers know, too, that the Journal-American offers 
§ unequaled coverage of New York’s evening newspaper ZOO OO O 
: audience — 700,000 families every day, or virtually twice the J 
circulation of its nearest competitor in the world’s richest times a day 
and most rewarding market. in the 


New York 


Journal-American 
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A HEARST NEWSPAPER 
NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Monsanto Admen 


Kill the Living, 
Revive the Dead 


Employes’ Show Drew 
the Laughs—and Sold 
Merits of Advertising 


Str. Louts—Monsanto Chemical 
Co. executives wanted a show to 
help entertain supervisory em- 
ployes at a banquet and, like the 
management personnel of many 
other companies, they asked the 
advertising department for assist- 
ance. 

They got the assistance, of course. 
They also got a new wonder drug 
which revives the dead, plus Julius 
Caesar in the flesh, a color movie 
which ended with an assassination 
in the audience, some free-for-all 
razzle-dazzle reminiscent of Hell- 


-é 


PLATTER SPINNER—R. Allen Gardner, 

assistant advertising director of Morsanto, 

took care of the turntable, background 

music and sound effects for the show, 

which was a ioint venture of the com- 

pany and its agency, Gardner Adver- 
tising Co. 


zapoppin—and several stiff (but 
pleasant) doses of propaganda il- 
lustrating advertising’s effective- 


ness. 

Prior to the banquet, Howard 
Marple, Monsanto’s advertising di- 
rector, and Gardner Advertising 
Co. got out a release announcing 
“alpha-cleopatra,” the new bring- 
em-back-from-the-dead drug. Jul- 
ius Caesar, the announcement said, 
already had been revived. 


ws When the dinner guests ar- 
rived, Mr. Marple was introduced 
to tell about the new drug, the 
advertising philosophy of Mon- 
santo and how it would be used to 
promote the new drug. Mr. Marple 
hauled out a 6”-thick volume and 
began to read. 

He played it straight for several 
minutes and then called for Cae- 
sar. Caesar entered to the strains 
of “Pomp and Circumstance” with 
his entourage. 

Mr. Marple and Mr. Caesar then 
discussed the effect that adver- 
tising could have had on ancient 
Rome, using a gagged dialog and 
slides to put across the story of 
advertising’s low cost compared to 
salesmen’s calls, the effect of large- 


Cteculbélton 
DOESN’T MEAN 
A THING... 


Unltus ti backed 


Sdiloual Churacler 


_% Through its fight against bureaucratic regimentation. .. . 


* Through its hard-hitting, helpful feature articles. . . . 


* Through its editorial departmentalization, coinciding with the departmental or- 
ganization of hospitals themselves, deep penetration of all levels that influence 


purchases is secured .. . 


° Mi 


. THUS: 


Htaspullal 
anagjement ° 


fad won and mainiuned tla 
LEADERSHIP IN CIRCULATION 


| Hospital Management is the only hospital publication which is a member of both the ABC and 
ABP... it is the one publication which continues to deliver the largest paid hospital circulation. 
| Write to Hospital Management at 100 East Ohio Street, Chicago 11, for a copy of “Touching 

All the Bases” — it will interest you if you are interested in securing more business from the 


expanding hospital market. 
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HAIL CAESAR—Monsanto Chemical Co.'s 
advertising department brought Caesar 
back from the grave for the entertain- 
ment of supervisory employes at a com- 
pany banquet. The new wonder drug, 
“alpha-cleopatra,” did the job. Caesar 
(Charles Trapp, Gardner Advertising Co.) 
and the audience then heard an explana- 
tion of what advertising would have done 
for ancient Rome. 


scale advertising on mass selling, 
recognition gained for Monsanto 
because of its national advertising, 
and other benefits. 


s Julius provided the comic relief 
for the arguments by fainting sev- 
eral times. A shot of the drug 
from a 2’ hypodermic revived both 
Caesar and the attention of the 
audience each time Julius weak- 
ened. 

Translating the facts to action, 
a five-minute color movie shot by 
a Monsanto photographer then hit 
the screen. Dialog and action re- 
enacted the preparation of a recent 
magazine ad. Midway in the film, 
when the copy was taken to the 
sales manager for approval, the 
film faded and a spotlight picked 
up the copywriter, in person, hand- 
ing the layout and copy to the 
sales manager, also in person. 

The sales manager hauled out a 
nickel plated revolver, shot up the 
copywriter for submitting poor 
copy, and the film returned to 
the preparation of the ad, carry- 
ing the story to the ad’s appear- 
ance in five magazines. As The 
Saturday Evening Post flashed on 
the screen, house lights went up 
and newsboys swarmed down the 
aisles and around the audience 
distributing the Post. 


SPARKLE AND ZIP—Juanita Hager, pert 
secretary on the Monsanto advertising 
staff, contributed songs and charm to a 
light radio program satire designed to 
illustrate the formula and policy behind 
all Monsanto advertising. The produc- 
tion was supervised by Howard Marple, 
Monsanto’s ad director. 


HE HYPOED CAESAR—"Doc” William A. 
lang, Monsanto display and _ exhibit 
designer, gives way to his fatigue after 
reviving Julius. The “midget” hypodermic 
needle in his hand is filled with “alpha- 
cleopatra,” the bring-‘em-back drug. 


In a final punch, to illustrate 
the necessity for factual copy, a 
mock series of ads for the new 
wonder drug were unveiled Julius 
couldn’t take it any longer, how- 
ever, and repeated injections of 
the drug failed to revive him. 

Litter bearers rushed in with a 
pile of blankets on the stretcher 
(and a two-year-old boy concealed 
in the blankets). The crowds 
gathered round. Big Julius changed 
to sireet clothes and mingled with 
the crowd and, when the dust 
cleared away, two-year-old Julius 
arose. 

Consternation reigned. The ser- 
ies of ads was torn up. New cam- 
paign was néeded. Hubbub ensued 
... then a pause...and the new 
ad flashed on the screen. It praised 
“alpha-cleopatra” but carried the 
additional admonition: “Caution, 
use only as directed.” 


Pearson Joins ‘Mademoiselle’ 


A. C. (Mike) Pearson, formerly 
fashion advertising manager of 
Calling All Girls, New York, has 
joined the sales staff of Mademoi- 
selle, New York, and will be in 
charge of cosmetic advertising. 


Joins Doherty, Cliftord 


Charles Egri, formerly with L. 
W. Frolich & Co., has been ap- 
pointed art director of the pro- 
fessional division at Doherty, Clif- 
ford & Shenfield, New York. 


( Advertisement) 


Named by Eastern Air Lines 


Robert L. Turner, who has been ap 
pointed General Traffic Manager ¢ 
Eastern Air Lines. Mr. Turner read 
The Wall Street Journal regular]; 
He and 36,105 other operating exec 
utives of American industry (of 

total audience of 223,641 business lead 
ers) find it profitably imperative t 
read America’s only national busines 
daily. If you want to tell your stor 
to the decision-making executives ¢ 
important industries—The Wall Stre«' 
Journal should head your list. 
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Politz and Truman Agree: 
No Science in Opinion Polls 


WASHINGTON—If President Tru- 
man had treated himself to a long 
lunch hour Tuesday, he might have 
met a pollster after his own heart. 

Less than two blocks from the 
White House, Alfred Politz, three 
times winner of American Mar- 
keting Association research awards, 
said what Mr. Truman has main- 
tained right along: that opinion 
polling doesn’t stand up. 

Mr. Politz told the local AMA 
chapter that the word “scientific” 
should not be used when referring 
to “quota” samples—the kind used 
for election polls. 

The Politz organization advo- 
cates “probability” samples—a 
more expensive technique pio- 
neered by government agencies. 

“Probability samples can pro- 
vide reliable facts,’ Mr. Politz 
says, “but any sample system 
breaks down when it is used to 
test opinion.” 


By this time, mail users are 
thoroughly alarmed over the fabu- 
lous rate increases recommended 
by Postmaster General Jesse Don- 
aldson as the cure for a $550,000,- 
000 deficit. Our bet: That Congress 
will pass a considerably smaller 
increase, probably no more than 
20% for publishers’ second class. 

Meanwhile, Postal Workers Union 
members are on the sidelines wait- 
ing to see how much new revenue 
Congress will raise for the depart- 
ment. Postal workers want another 
wage boost, and additional em- 
ployment “benefits.” It’s a good 
parlay that postal worker benefits 
passed by Congress will exceed 
rate increases just as they did last 
year. 


It is getting increasingly dif- 
ficult for government economists 
to hide the fact that consumer buy- 
ing power is definitely softening 
up. February employment still ex- 
ceeded any previous February, 
other than 1948, but unemploy- 
ment approached the 4,000,000 
mark. 

Labor Department officials con- 
fidently expect employment to pass 
the 60,000,000 mark again this 
summer, with this important dif- 
ference: a shorter working week. 
Average working week for fac- 


tory workers fell below 40 hours | 
in January and February. That 
means less take-home pay and less | 
spending power. 
ges 


Used house prices are down in | 
71% of more than 500 cities sur-| 
veyed by the National Association 
of Real Estate Boards, but new 


Vhone Chesapeake 3- 
HE ALBERT KIRCHER CO. 
LEE H. LASHER, VICE PRESIDENT 


By STANLEY E. COHEN, Washington Editor. 


house prices continue to climb in 
about half the cities. In a tight 
money market, non-veterans are 
required to put up a third to a 


half of purchase prices, the asso- 


s) 


ciation said. Under the circum- 
stances, sales of used houses have 
declined in 84% of the reporting 
cities, and new houses in 62%. 


A Commerce Department fore- 
cast next week will outline a half 
billion dollar market for television 
sets in 1949. Commerce is also of- 
fering a manual on “preventive 
maintenance” for motor vehicles 
($1 at the Office of Technical 
Services, Department of Com- 
merce, Washington 25, D. C.). And 


the Office of Business Economics 
began distribution last week of 
questionnaires asking income and 
expense experiences of 25,000 den- 
tists, about a third of the nation’s 
total. Conducted in cooperation 
with American Dental Association, 
the survey is expected to point up 
changes since a similar study con- 
ducted in 1942. 
gee 


Federal Communications Com- 
mission may soon take a stand 
on “super-power” for AM radio, 


Sen. Ed Johnson’s “hands off” 
warning notwithstanding. The 
chairman of the Senate interstate 
commerce committee has warned 
FCC Chairman Wayne Coy that he 
feels “super-power” is a subject 
too controversial for consideration 
by anyone less authoritative than 
Congress. But the commission feels 
it must take a stand pro or con on 
super-power before sitting down 
with other western hemisphere 
countries at an international con- 
ference this fall. 
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Andersen Lists Ten 
. ’ 
Premium ‘Don'ts’ 

CHICAGO—Too many advertisers 
demand that the premiums which 
they use in special campaigns be 
self-liquidating—and at the same 
time forget that the primary pur- 
pose of using premiums is to at- 
tract new customers and keep 
them, according to A. M. Ander- 
sen. 

Mr. Andersen, Chicago mana- 
ger, direct mail division, Reuben 
H. Donnelley Corp., told the Pre- 
mium Advertising Association 
meeting here last week that there 
is little reason to fear a premium 
offer which requires two or more 
coins. 

“You would be surprised,” he 
said, “how indifferent many thou- 
sands of people are to the one- 
coin idea. We have received thou- 
sands of envelopes in dime cam- 
paigns which contained not a dime, 
but two nickels. If our experience 
counts for anything, the important 
thing is a real bargain in a premi- 
um regardless of how many coins 
are needed to make up the price.” 


s He offered ten don’ts to the pre- 
mium industry and advertisers 
who use premiums. They are: 

1. Don’t take an inferior premi- 
um because a better one won’t 
quite liquidate. 

2. Don’t exaggerate the beauty 
or utility of the premium you of- 
fer. 

3. Don’t select your mailing 
house on the basis of price alone. 

4. Don’t select a premium that 
can be duplicated or almost dup- 
licated in the 10¢ store. 

5. Don’t be too impressed by the 
manufacturing marvel. 

6. Don’t insist on one-coin of- 
fers. 

7. Don’t fail to realize that 
prices are up all along the line in 
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the premium business as in others. 

8. Don’t overlook the extreme 
importance of speed and accuracy 
in servicing a campaign. 

9. Don’t disappoint a single cus- 
tomer if it is possible to avoid it. 

10. Don’t over-use the phrase 
“self-liquidating.” Try a word like 
“effective.” 


Maps Daisy Razor Promotion 

Beginning in April, Hollywood 
Razor Corp. will start a market by 
market promotion of its Daisy 
ladies’ razor. The first market will 
be Los Angeles, where it will be 
merchandised through chain stores. 
After San Erancisco and Seattle 
are covered, the campaign will 
move east. Cooperative newspaper 
advertising and point-of-purchase 
material will be used. Mayers Co., 
Los Angeles, is the agency. 


Curtis Lighting Names Heise 

A. D. Heise, formerly advertis- 
ing manager of G. H. Wood & Co., 
has been named head of the ad- 
vertising and sales promotion de- 
partments of Curtis Lighting df 
Canada, Toronto. 


DAYTON MEETING—Frank Stanton, center, president of Columbia Broadcasting 
System, who was in Dayton, O., for the dedication of WHIO-TV, CBS affiliate, 
chats with J. L. Reinsch, left, director of radio and television for Cox stations, and 


R. H. Moody, general 


manager of WHIO-TV. 


O’Brien Appoints Coutts 


Lloyd H. Coutts, formerly di- 
rector of advertising of Dominion 
Stores Ltd., Toronto, has joined 
O’Brien Advertising, Vancouver, 
B. C., as account executive and 
food merchandising specialist. 


Marbelite Appoints Agency 
Marbelite Co., New York, manu- 
facturer of traffic lights and con- 
trollers used by municipalities, 
has appointed Wilhelm-Laughlin- 
Wilson & Associates, New York, 


to handle its advertising. 


Advertising Age, March 28, 194: 


Celanese Enters TV 
with Weathervane Spots 

Celanese Corp. of America, New 
York, in its first television buy 
has started a one-minute filn 
campaign on stations in 26 majo: 
markets. Two spots have bee), 
scheduled weekly, through Elling - 
ton & Co., for eight weeks. 

World Video went to Paris t) 
produce the announcements, whic | 
feature Celanese Weathervane fab - 
ric, tailored by Handmacher-Voge 
Store credits are included in th: 
sales messages. The company als) 
has prepared a 10-minute colo 
film with the same Parisian back 
ground and Handmacher Weather 
vane suits. This is available t 
stores for customer showings o 
personnel meetings. 


Two Appoint Fellman 

Leonard F. Fellman & Asso- 
ciates, Philadelphia, has been ap- 
pointed to handle the advertising 
of Salem Furniture Co., Philade!- 
phia, manufacturer of French 
provincial furniture, and Schleifer 
& Lubell, New York, maker of 
Margy Daw and Peggy Daw 
dresses. 


MEMO TO 
ADVERTISERS: 


Most Important to the Lumber Dealer Because: 


Walhalla, S. C. 


“The BSN Directory Issue tells you where and how to 
buy needed building items.”—Brown Equipment and 


Supply Co. 
Pottstown, Pa. 


“The buyers’ guide and advertisements in the BSN 
Directory Issue are an education in building supplies.” 


This advertisement, reprinted from March 1949 BUILDING SUPPLY NEWS, merchaidises 
to lumber and building material dealers the 528-page January 1949 BSN Dealers 
Directory Issue. It carried 308 pages of catalog-type space from 263 producers, and 
23,500 copies were distributed. Dealer readers use this Directory Issue all year as a 
guide in buying and selling, as indicated by 1,700 acknowledgment cards received 
to date. Schedule your space now for January 1950 BSN Dealers’ Directory Issue! 


—Clinchfield Supply Co., Ine, 
Kingsport, Tenn. 


—R. D. Frederick. 
Fitchburg, Mass. 


“The BSN Directory Issue is an excellent training aid 


for our men.”—F. M. Johnson Lumber Co. 


San Diego, Calif. 


Crown Point, Ind. 


Lumber Co, 
Dryden, N. Y. 


Sharon, Pa. 


Sault Ste. Marie, Mich. 


Most Important to the Manufacturer Because: 


“Used this BSN Directory Issue the first day it came. 
Looked up the address of a tool manufacturer.”—Root 


“Thru the BSN Directory Issue, I have become more 
familiar with products of the leading companies.”— 
Baker Lumber & Supply Co. 


“Have used the book several times in reference to prod- 
ucts we need.”—Flower Lumber Co. 


“The ‘Answer Book’ in the BSN Directory is a direct 
sales tool. The ‘Quantity Surveying Tables’ are used in 
our sales training classes.”—Whiting-Mead Company. 


Moline, Kansas 

“The BSN Directory Issue answers the question: 
‘Where can I get it wholesale?’’’—The Turner-Freed 
Lumber & Supply Co. 


Boulder Creek, Calif. 


“BSN Directory Issue is a most useful and beneficial 
book for our staff and for our customers.”—Santa Cruz 
Lumber Co. 


“The manufacturers’ ads keep us posted on new devel- 
opments.”—J. M. Biscomb & Son. 


Worcester, Mass. 

“We like the grouping of competitive ads in separate 
sections.”’—B. F. Marsh Co. 

Camden, Ind. : 

“T’ve put a letter in the mail already, in answer to an 
advertisement in the BSN Directory Issue.”—Camden 
Cabinet Co. 

Louisville, Ohio 


“We like the Directory Issue—using it today to pur- 
chase glass and plywood.”—E. C. Lair Lumber Co. 


Definite Accurate Answers in the BSN Directory Issue Give Direct Selling Aid 


What Manufacturers’ Products 

Are Available? 

(See Catalog Section for Complete Buying 
Data—Pages 2-313, 523-528) 


Who Makes It . . . Who Sells It? 
(See Classified Directory of Manufacturers 
—Page 315) 


How Can I Tell ’Em How to Do It? 
(See Your Answer Book—Page 437) 


Where Can I Get It Wholesale? 
(See Directory of Wholesalers, Distributors, 
Jobbers—Page 417) 


Where’s That Estimating Data? 
(See Convenient Tables for Quantity Sur- 
veying—Page 437) 


Whose Brand Name Is It? 
(See Directory of Trade and Brand Names 
—Page 401) 


DIRECTORY issue 
sure to mention Bui 
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BOETED oc ducacesce 
_ DEPARTMENT STORE St. Louis «0200000... 
a. ‘ EP 
ESE | Minneapolis District 
> 4935-39 EQUALS 100 : ° a — pe gis casewe 
uy a Duluth-Superior .... 
—. Federal Reserve Figures on Department Store Sales Week to Mar. 12, '49*.p256 Kansas City District. 
bee), WASHINGTON—Retail business| Despite the general downward Week to Mar. 5, 749°. . 243 eeahias= +2" 
ling - continued below 1948's record level| trend, the Kansas City and Dallas Week to Feb. 26, he . 232 9 nee peeee 
has during the week ended March 12,/ districts reported gains in sales. Week to Mar. 13, “48°. .278 eee Cy «...... 
5 the Federal Reserve Board reports. | The Dallas area was 7% ahead of Week to — 6, 748° ee 4 Dallas Disiriet <0... 
e fab - Department store sales for the} last year, sparked by a 17% rise Week to Feb. 28, '48*.. oy PLO eee 
Voge week were 8% under dollar volume| in Houston. The Kansas City dis- oa Houston 2. .0 +++: 
n th: for the corresponding week last| trict was up 6%, with Wichita *Not adjusted seasonally. on Tee finial 
y als) year. However, since the Reserve| leading the cities in per cent gain. Los Angeles Area... .. 
on Board suggests an allowance of % Change frem 1948, “=i — yp eee 
ather 6% because Easter last year came for Week Ending Ge ooo cicccccce att att «al Portland pases sss eee: 
gle t two and one-half weeks earlier! Federal —. i ie 3 Columbus «...-+ +++: 13 ris 8 eames teecs es 
Zs oO than in 1949, the actual decline| ynrrep sTATEs ...... alt tual aan iw... ae Pe Se — 
from year-to-year was about 2%. | Boston District ......... 1 9 -—I11| Richmond District . 0 r—16 12] $Date re 
. ight b ted t of New Haven ..........- 7 —14 —19 Washington ...... 16 a= 1 . 
As mig e expected, most oO SE me adabeasoceses 3 —10 11} Beltimore ...... — 2 17 
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. eee _ _ . Bi i seed 9 —lk 
Asso- the week. Greatest decline WAS | New York District....... —3 r—10 11 Miami. — meh ees .: aa 7 
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Daw Nashville wae close behind, record BS Tana cad eens bi0% —12 —10 —1| St. Louis District........—10 r—6 —4 
ing a 24% decline. Cincinnati ............ -10 —16 —1' Little Rock ........... 4 —7 ~—5|New York. 


Opens Greeting Card Drive 


Greeting Card Guild, distributor 
of greeting cards, is currently ad- 
vertising in newspapers in 24 cities 
and plans to use national maga- 
zines beginning in late summer, 
through its newly appointed agen- 
cy, Seymour, Kameny Associates, 
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Helps the Dealer 


To find brand names and names of manufacturers ... to locate wholesalers, 
jobbers and distributors who handle needed items . . . to get details from 
manufacturers’ ads and show them to prospects ... to get the answers to 
everyday construction problems . . . to find manufacturers’ division offices 
... to get the facts on new building products... to train salesmen .. . to buy 
and sell merchandise. 


Helps the Wholesaler 


To get and hold top lines ... to get more and better dealers when needed . 6 
to win identification as a progressive wholesaler ... to train and help salesmen 
... to feature lines handled, territories covered, and services rendered ... to 
merchandise services to dealers and manufacturers. 


Helps the Manufacturer 


To keep present dealers “sold”... to get new and better dealers and whole- 
salers when needed ... to train salesmen and step up their selling power... 
to give dealers and their personnel product information ... to help dealers sell 
contractor-builders and consumers ... to merchandise complete product story 
... to win identification and acceptance with the 100,000 contractor-builder 
market that reads “over the dealer’s shoulder.” 


UILDING SUPPLY NEWS 


r« dee da . Stinnett 


Practical Bulider, Building Materia! Merchant & Wholesaler, Bri . Recor 


- 
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5 South Wabash Ave. 
Chicago 3, 


Published by Industrial Publications Inc.. for over 30 years exclusive publishers to the Building Industry, 
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You Can't Afford 
to Take Chances 
in a Buyer’s Market! 


Competition is getting keener 
every day—hard selling days are 
coming back fast. The buyer's in 
the saddle. Are you sure you have 
the products he wants? 


‘Check your lines now—sharpen up 


on “how-to-do-it" facts—get the 
latest information on new products, 
methods and improvements—make 
sure you're not caught napping! 


The January 1949 BSN Directory 
Issue will help you save time and 
money—avoid costly errors. Use 
it in your buying and selling—all 
through 1949, 


tilinois 
also publishers 
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Union Oil to Show 
Its Annual Report 
by Nationwide Video 


Los ANGELES—-Union Oil Co. 
will expand its use of television 
on a nationwide basis next month 
for a special public relations job— 
presenting its annual report to 
stockholders. 

The company, whose distribution 
is limited to the western states, 
tried video successfully for this 
purpose last year, when it telecast 
its 1947 report in nine major cities. 
The °48 report, drawn up as a 
half-hour presentation, will be 
shown April 12 and 13 via stations 
in more than a score of metropoli- 
tan areas, including New York, 
Chicago and Philadelphia. Locally, 
the show will be carried by KTTV, 
KTLA and KSTL on April 12, 
date of the company’s annual 
meeting. 

Although a western operator, 
Union Oil adopted video in order 
to reach stockholders, wherever 
they may be, as well as to build 
good will in financial and oil 
centers. 

Foote, Cone & Belding handles 
the account. 


WABD Boosts Hourly 
Night Rate Again 


WABD, DuMont’s New York 
station, has increased its basic 
hourly rate to $1,500 as of March 
15. Current advertisers will not 
be affected until Sept. 15. The 
station boosted its rate from $1,000 
to $1,250 Feb. 28. 


NEW Market 


Information for 
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WISCONSIN 


NETWORK 
Cities 


City 1948 Pepulation 
0 eee re 32,900 
Pond Ou Lee occ ccccacs 31,900 
Janesville ......... 26,600 
Madison-Poynette 85,300 
Ek aban 0d %:8 xe 77,700 
Sheboygan .......... 48,200 
Green Bay ........... 58,800 
Wisconsin Rapids .... . 14,900 
MT $0004 sb ben divers sends cance 37,200 

Total 413,500 


Brand Distribution Survey 


Just completed—a comprehensive survey 
of all products (42 classifications) car- 
ried by food and grocery retail outlets 
in these 9 key cities. Find out how com- 
plete your distribution is in Wisconsin's 
richest areal 


Wholesale Territory Maps 


Easy-to-read colored maps are available, 
showing normal sales territories of 
wholesale grocery and drug companies 
operating out of Wisconsin Network 
cities. You can support your whole- 
salers through Network coverage of 
these territories! 
Farm Market Analysis 


Complete Wisconsin Neiwork coverage 
evaluation of 602 million dollar farm 
income market and county-by-county 
figures showing 1948 livestock popula- 
tion in Network area's 44 counties. 


Write for your FREE copies of these 
helpful surveys and maps today! 


Every Schedule 
Is Merchandised! 


J. E. Van Ness + Sales Manager 


WISCONSIN 
NETWORK. 


Wisconsin Rapids, Wisconsin 
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heads, ran a 


“TOOK IN $320 from 
a $40 CLASSIFIED AD” 


This chap developed a service for agency 


ADVERTISING AGE’s “Advertising Market 
Place,” and took in 32 sales for a total of 
$320. He has subsequently repeated this per- 
formance several times. 


As any mail-order man will affirm on a : 
stack of Bibles, an 8-to-1 payoff direct from 
the ad is really sumpin! Character of circula- 
tion is the answer. 


As this advertiser comments, “ADVER- 
TISING AGE reaches the men at the deci- 
sion-making levels,” so, if you want a decision 
in favor of your service, your product, your 
proposition, tell the advertising world about 
it with classified space in ADVERTISING 
AGE’s “Advertising Market Place.” 


classified insertion in 


No. 3274. Breakfast Food Survey. 


This report of a survey among 
Iowa farm subscribers, published 
by Wallaces’ Farmer & Iowa 
Homestead, covers use of break- 
fast foods; family preference 
(ready-to-eat or cooked); brand 
preference; quantity purchased 
monthly; size of family, and dis- 
tance traveled to make grocery 
purchases. 


No. 3275. ‘Never Felt the Need to 
Advertise’: Hershey. 


If you missed “The Hershey 
Story” that appeared in ADVER- 
TISING AGE last December, or would 
like a reprint, here it is, published 
in booklet form by Superior Dis- 
plays, Inc. Hershey, which sells 
about a third of all chocolate and 
cocoa products consumed in the 
U. S., and is no closer than ever to 
becoming an advertiser, “has al- 
ways been a strong believer in and 
user of point-of-purchase,” Super- 
ior points out in the introduction, 
and continues, “The Hershey suc- 
cess story is further proof that it 
is high time for this medium to be 
wholeheartedly welcomed into the 
family of the recognized media of 
advertising.” The booklet repro- 
duces many of Hershey’s store dis- 


plays. 


No. 3276. The Shoe Industry—A 
Review and Preview. 

Graphs and charts illustrate this 
study of the shoe industry, re- 
printed in booklet form from Boot 
& Shoe Recorder, a Chilton pub- 
lication. Production and consump- 
tion figures show the shoe indus- 
try’s position in the national mar- 
ket; total output, compared with 
per capita demand; per capita pro- 
duction by types of shoes, and 
many other details. 

No. 3277. The Greatest Selling 
Power in New York. 

The Joseph Jacobs Organization, 
specialist in Jewish market infor- 
mation, has issued this folder, 


which stresses the importance of 
winning favor with Jewish mer- 
chants and consumers of New York 
City in the Yiddish language with 
copy slanted to their own cultural 
interests. The folder illustrates 
eight typical Jewish campaigns 
prepared by Joseph Jacobs for ad- 
vertising agencies and their clients. 


No. 3258. Cost Reduction. 


The squeeze of rising costs, high 
taxes and high wage levels is 
cited as industry’s No. 1 problem 
in this booklet, the seventh in a 
series on copy techniques, issued 
by McGraw-Hill Publishing Co. 
All “good” business papers have 
been increasing the flow of “know- 
how” and “how-to” information, 
suggesting new and better ways to 
cut costs, the booklet says, and in- 
dustrial advertisers have not only 
an opportunity but an obligation 
to emphasize the cost and time- 
saving advantages of their prod- 
ucts. Some examples of what Mc- 
Graw-Hill publications are doing 
are shown, as are examples of how 
some advertisers are stressing cost 
reduction. 


No. 3255. How to Sell Top Man- 
agement on Adequate Budgets 
for Industrial Advertising. 


It isn’t always easy to prove 
what industrial advertising is do- 
ing to help selling, and conse- 
quently, too often the subject has 
been evaded, this booklet says. 
Published by Putman Publishing 
Co., it offers seven specific sug- 
gestions for selling top manage- 
ment on adequate industrial ad- 
vertising budgets. 


No. 3224. 15 Years of Public Ser- 
vice. 


Celebrating its 15th anniversary, 
U. S. News & World Report has 
issued this handsome brochure to 
mark the event. It outlines the 
publishing theme and editorial 
policy, and makes a pledge for the 
future. 
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HELP WANTED 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicago 


EXCEPTIONAL OPPORTUNITY FOR 
EXCEPTIONAL MAN: 

One of Chicago's largest and best known 
Photo Engraving companies requires the 
services of a successful and experienced 
photo engraving salesman to replace man 
in active and going territory adjacent to 
Chicago. We are interested in a man who 
can earn in excess of $10,000 net. Must 
know business and be capable of serving 
better and larger buyers. 

Box 2370, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


Wanted Artist Agent in Chicago Area for 
Agricultural Art. Client list - attractive 
offer. Write John Andrews, Blink 
Bonnie Farm, 5023 Spaulding Road, 
Omaha, Nebraska. 

ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
GEORGE WILLIAMS CO.—Personnel 
209 S. State St., HA 7-2063, Chicago 


WANTED: EXPERIENCED ELECTRIC 
UTILITY ADVERTISING MAN 
Southern 4-A agency has opening for 
man experienced in electric and gas util- 
ity advertising. Must be competent, create 
advertising and sales promotion programs, 
do newspaper layouts and copy, etc. 
Minimum of 5-years actual experience 
this type of work required. Write giving 
full details, minimum starting salary and 

availability. 
Box 2371, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ll. 


CREATIVE ADVERTISING MAN wanted 
for promotional opening at New England 
home office of leading casualty insur- 
ance company. Must be thoroughly exper- 
ienced writer, of proven ability in creat- 
ing and producing all forms of adver- 
tising copy and promotional and pub- 
licity material. Newspaper training use- 
ful; insurance experience or knowledge 
highly desirable. Preferred age: 25 - 35. 
State experience in concise detail and 
indicate salary requirements. 
Box 2374, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
ASSISTANT TO AD MANAGER 
Young man-to act as “Man Friday” to 
Ad Manager. Rough layout - some finished 
art, knowledge of production, particularly 
lithography required. Write fully stating 
age, experience and salary required. 
Excellent opportunity for young man 
desiring a “start” in advertising. 
Box 2377, ADVERTISING AGE 


POSITIONS WANTED 


ARTIST — ART DIRECTOR 

Wide exper. in agency, studio, etc. Dis- 
play and exhibit design, comp and rough 
layout, illus (B-W and color), typography, 
production, graphic design. 10 yrs. exp. 
Nat’l accts. Samples and references. 

Box 2369, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Layout Artist-to work in Detroit. Young 
woman, 4% yrs. exp. Roughs, comprehen- 
sives, some finished. Pratt grad. Age 25. 
Box 2372, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Publicity, with agcy or industry, hse org. 
exp., univ. grad, age 25. $65.00 week. 
Box 2373, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
I HAVE A HOPE 
FOR THE FUTURE 
That an agency will employ a young 
man who has creative talents, optimistic 
ideas, and an unbeatable faith in himself 
to write copy that sells. J. Ballo Jr., 
240 E. 80 St., N. Y. C. 21. 

SPACE SALESMAN AVAILABLE 
College graduate. Go-getter for new busi- 
ness. Many years experience in Chicago 
territory. Forceful public speaker 

Box 2375, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING ORPHAN NEEDS HOME! 
If “Annie’’ comes to your house she can 
write copy . handle media . contact. Knows 
Merchandising . Marketing . Production. 
Has sunny disposition, willingness to 
work for her keep and worth. 
Box 2376, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, lll. 
Able industrial copywriter offers clear- 
cut interpretation of technical informa- 
tion for sales or instructions. Strong on 
logical presentation of facts. 
Box 2378, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 
I Write Sales Letters. Clients throughout 
the United States. Tell me what you want 
to accomplish. “‘Sales Letter Outline” Free. 
Write Orville Reed, Howell, Michigan. 
Glassine Envelopes, small sizes $1.00 per 
. Xmas Letterheads 2.75 M Surplus 
paper goods purchased. GUILD SALES, 
4543A N. Wolcott, Chicago. 


Need a Top Writer 
on Hard Goods? 


Are you having trouble os a writer 
who knows how to get a simplified selling 
story out of a complicated product? Then 
here’s your man! Performance-proved on 
consumer goods and industrial and farm 
equipment. Eight years with present large 
agency. Five figure salary. Write Box 7311, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Il. 


ACCOUNT EXECUTIVE 


Splendid opportunity for stock interest in 
medium sized advertising agency of long 
standing and enviable record. Wanted man 
with access to accounts. Interview in 
strictest confidence. Write or phone STate 
2-4313. Henry Stephens, 35 E. Wacker, 


Chicago 11, Il. 


$9500 Buys Western 
Pr and Ad Director 


If your home base is in the West, this 
man is an unusual prospect for you. He 
can button-down your advertising to 
your sales objective, develop a public 
relations program keyed to your mer- 
chandising and _ industrial relations 
rograms. He doesn't like guesswork, 

e's economical, he's a keen organizer. 

Since the war this man has worked for 
o national empire embracing several 
major companies under central direc- 
tion. Some are heavy industries, one 
sells professional services, two make and 
sell consumer durables. Originally he 
worked for them all, in public relations, 
in foe their entry into advertisin 
and as advertising manager of several. 
Last year he moved to one company as 
experimental branch manager, then as 
assistant general sales-manager, trouble- 
shooting consumer durables in the spe- 
cialty stage. 

Age 35, a war vet with three depend- 
ents, he has solid newspaper, agency 
and radio in his pre-war echeriend: 
If you are in the West and need his 
exceptional qualifications, arrange to 
meet him now. Write to him directly 
at the box number below. 


Box 7314, ADVERTISING AGE 


100 E. Ohio St., Chicago Ii, Ill. 


WANTED 
by Chicago Agency 


TOP-FLIGHT 
COPYWRITER 


Experienced in 
Retail Fashions 


Send brief resume of experience. 
Remuneration in line with ability. 
Box 7313, ADVERTISING AGE, 100 
E. Ohio St., Chicago II, Ill. 


AGENCY HEADS 


More and more agencies are finding it ad- 
vantageous, in soliciting new accounts and 
servicing old ones, to be able to present as 
part of their staff a woman of outstanding 
advertising experience. If you do not have 
such a woman on your staff now, contact 
number below. Creative woman writer—con- 
tact will be available for new connection 
soon. Box 7312, ADVERTISING AGE, 100 E. 
Ohio St., Chicago II, Ili. 


HOT LEADS 


WITHOUT 


COOL HEELS! 


This fellow wanted a job at a 
salary well up in the five-figure | 
brackets, and he didn’t want to 
cool his heels in reception 
rooms looking for it. So he ran 
a classified ad in ADVERTIS- 
ING AGE’s “Advertising Mar- 
ket Place.” 

Results? He says: “I can’t 
recommend ADVERTISING 
AGE too highly for the splen- 
did response. I got over a dozen 
inquiries and with one excep- 
tion they all came from either 
the presidents or the executive 
vice-presidents, indicating that 
ADVERTISING AGE is routed 
to the top men first!” 

He’s right: To reach the men 
who make the decisions, tell 
your story in ADVERTISING 
AGE’s classified columns — the 
“Advertising Market Place.” 
Rates are low, results are tops! 


Hammermill Ties 


Operator 25 Ads 
to Printer Guild 


Localizes 37-Year-Old 
National Campaign; 
Signs 3,200 at Start 


Er1E, Pa.—With the launchin ¢ 
of the “Hammermill Guild <{ 
Printers,” Hammermill Paper C.. 
has developed a specific merchan- 
dising application of the “Opera- 
tor 25” plan for localizing nation: 
advertising, sponsored by the Dis- 
tribution Council of National Ad- 
vertisers, Inc., New York. 

A charter member of the coun- 

cil, which is affiliated with As- 
sociation of National Advertisers, 
Hammermill signed 3,200 printers 
in the new guild in the first three 
weeks after mailing, Feb. 25, an 
“Operator 25 edition” of “Ham- 
mermill News” to. 3,000 salesmen 
of its agents or jobbers. At that 
time, a bulletin on the plan was 
mailed to executives of agent com- 
panies. 
Business paper advertising on 
it began in March issues of print- 
ing trade publications. Magazine 
advertising on it will start in Time 
April 25 and Business Week and 
The Saturday Evening Post April 
30. Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


@ A. Ellis Frampton, manager of 
advertising and sales development 
at Hammermill, told salesmen of 
its 155 agents that the Guild-Op- 
erator 25 program is intended to 
“direct *uyers of business printing 
right into the plants of your cus- 
tomers.” The Operator 25 plan 
employs Western Union as a lo- 
cal information bureau in WU'’s 
2,300 offices serving 20,000 com- 
munities. 

The salesmen are supplied with 
copies of a guild membership 
shield, on which the member 
printer pledges himself to -“skill, 
good faith, satisfaction,” and with 
enrollment applications, and book- 
lets on “How This Sign Can Help 
You Get New Business.” 

Salesmen leave the booklets 
with printers as a follow-up to 
personal presentation of the plan 
It is intended to answer any ques- 
tions a printer might raise about 
the guild or Operator 25. Ham- 
mermill emphasizes that “only 
printers who have joined the guild 
will be listed with their local 
Western Union office.” 


a The guild membership shield is 
available as a mounted inside sign 
and as a window decalcomania. In 
addition, Hammermill offers an 
“A-1” logotype, reproducing these 
two characters of type from the 
guild shield for use by member 
printers on their letterheads or 
advertising pieces. 

When a reader of a Hammer- 
mill magazine ad calls Opera‘o! 
25, he will be given the name of 
one or two guild members, w th 
other members following in 10- 
tation. Operator 25 will s:¥, 
“Among the printers in............ w no 
will supply you with Hammern il! 
papers are............ ” Large cities \ il! 
be zoned to provide the inqu re! 
with “convenient” printers. If 
inquirer asks if an_ indivi 
printer is listed in the “dealer 
rectory,” he will get that infor 
tion. 


ws Mr. Frampton pointed out 1 12! 
the guild is being formed “ ¢- 
cause the mill must protect it: e!! 
by furnishing Western Union wit! 
only the names of printers vb 
will gladly supply Hammerrii! 
papers to customers who req es 
them. There is no obligation to th 


printer to promote the use of Him 
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OF PRINTERS 


PLEDGED TO SKILL 
GOOD FAITH - SATISFACTION 


SHIELD—Printers who sign as members 
of the Hammermill Guild of Printers 
display this identifying shield. They are 
identified further by a “Call Operator 
25” line in Hammermill magazine adver- 
tising. Western Union operators tell paper 
prospects the names of local guild mem- 
bers. 


mermill papers but only to agree 
that ‘the customer has the right to 
choose the paper for the job he is 
paying for, providing that it is 
suitable for the job and reasona- 
bly obtainable.’ ” 

One advantage of the plan to 
Hammermill is that it will help 
the company to know for the first 
time who many of its dealers 
(printers) are. Hammermill’s own 
sales force, under a manager of 
sales and five district sales man- 
agers, is small. The bulk of its 
contact with many thousands of 
printers is through agents’ sales- 
men. And although the company 
sells some writing paper through 
department and typewriter stores, 
the bulk of its estimated $25,000,- 
000-a-year business reaches con- 
sumers through printers. Ham- 
mermill’s consistent, 37-year-old 
national advertising campaign has 
helped to build more business for 
printers by showing how the use 
of more and better printing paper 
helps business. 


s Hammermill started paper mak- 
ing here in 1888, and became a 
pioneer in high grade _ sulphite 
writing paper. Before long it was 
producing paper under 200 pri- 
vate water marks. Then, in 1912, 
it replaced them with its ewn 
name. 

Two reasons for this were that 
it permitted longer runs and 
greater efficiency of operation be- 
cause the machines did not stop 
for changeovers, and permitted 
Hammermill to stand behind its 
product. 

At that time Hammermill es- 
tablished the agent distribution 
system, and started to promote 
the brand in The Saturday Eve- 
ing Post. Hammermill has been 
in the Post every year since. 

In addition to general and “ex- 
ecutive” magazines, the company 
now advertises in about 30 busi- 
ness papers in the banking (for 
afety paper), advertising and 
printing fields. (It also uses three 
Latin American magazines, but 
Operator 25 and the guild are not 
n effect there.) 

Later, in the guild campaign in 
‘rinting trade publications, a cou- 
on may be added to the present 
raight announcement copy. 


Texas Newspaper Men Elect 
D. A. Greenwell, vice-president 
and treasurer of the Dallas Times 
"orald, has been elected president 
o! the Texas Newspaper Publishers 
‘ssociation. Other officers elected 
e: Millard Cope, publisher of the 
irshall News Messenger, vice- 
esident; A. E. Clarkson, treasurer 
the Houston Post, treasurer, and 
ke Murray, in the Dallas office 
the TNPA, secretary. 


‘ ‘adimir Adds Associates 


Chree new associate agencies in 
ng Kong, Siam and Italy have 
en added to the network of 
‘cal advertising agencies serving 
irvvin Vladimir & Co., New York, 
handle overseas advertising 


ipaigns for Vladimir clients, 
br nging the total of its represen- 


Dresner Names Manning A. M. 


E. H. Manning, formerly adver- 
tising and sales promotion mana- 
ger of Decca Records, Inc., New 
York, has been appointed adver- 
tising manager of S. Dresner & 
Son, Chicago luggage manufac- 
turer, and of four associate com- 
panies, which include Oshkosh 
Trunks and Luggage, Indestructo 
Trunk and Luggage Co., National 
Brief Case Mfg. Co. and Gladstone 
Case Mfg. Co. 


‘Times’ Offers Scholarships 


The Seattle Times has donated 
$10,000 to the University of Wash- 
ington and Washington State Col- 
lege for four graduate scholarships 
and one undergraduate scholarship 
in fishery and wild life conserva- 
tion. The scholarships pay $500 a 
year for four years. 


Names French & Preston 


Family Circle Magazine, New 
York, formerly handled by Harry 
Hayden Co., has appointed French 
& Preston, New York, to handle its 
advertising. 


THROUGH 


VN SPECIALTY SALESMAN 
N= > MAGAZINE 


NATION-WIDE, Fi FULLY-TRAINED SALES FORCE 
NO SELLING EXPENSE ON YOUR PART 

THE QUICKEST WAY TO-NATIONAL SALE 
DIRECT SELLING IS BIG BUSINESS— 
A MULTI-BILLION DOLLAR MARKET 


SPECIALTY SALESMAN MAGAZIN 


af NA 


lm\ 


The pioneer publication of 
the Direct Selling Industry 
now in its 34th year of 
outstandingly profitable 
service. Is your product 
suited to Direct Selling? 
You'll find the answer in 
“The Quickest Way to Na- 
tional Sales." Write for 
copy. 


"307 N. Michigan Ave., Chicago 1 
420 Lexington Ave., New York 17,4 
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The most important magazine in 


With its per-copy price highest in the field (35 
cents since November, 1948), Popular Mechanics 
continues to gain steadily in circulation—an un- 
paralleled demonstration of both the loyalty and 
the quality of its audience. 


Popular Mechanics is first in circulation, first 
in advertising linage, first in advertising revenue, 


To sell anything MEN buy... 


nse -DM Min 


a most important magazine field 


first in advertising results. And Popular Mechanics 
is first in the field with internationally circulated 
foreign language editions. 


* * . 


@ It pays to put Popular Mechanics on your schedule. Your 
advertising gets more readers per thousand circulation in 
Popular Mechanics because our readers —having the “P.M. 
Mind” — read ads deliberately. 
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HOYT’S 40TH—Winthrop Hoyt, standing, 
board chairman, and his brother, Everett 
W. Hoyt, president of Charles W. Hoyt 
Co., New York, will celebrate the agency's 
40th anniversary on April 1. Their father, 
the late Charles W. Hoyt, founded the 
company in New Haven, Conn. 


JUDGES AT WORK—Shown selecting winners in the merit award competition of 
the Third International Lighting Exposition are, left to right: B. J. Martin, publisher, 
Electrified Industry; Carl W. Zersen, chairman, manager of the Chicago Lighting 
Institute; Walter McQuade, Architectural Forum; W. T. Stuart, Electrical Construction 
& Maintenance, and Prof. John O. Kraehenbuehl, University of Illinois. The exposi- 
tion, sponsored by the industrial and commercial lighting section, National Elec- 
trical Manufacturers Association, will be held at the Hotel Stevens, Chicago, 
March 29-April 1. 


GRACE-NOTE—Neiman-Marcus, Dallas, missed no bets when work on a new air 

conditioning system necessitated a detour on the Main St. side of the store. Instead 

of the routine “caution,” the sign being read by the model promises ‘warm 
weather shopping... more pleasant than ever.” 
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TRY AND CONCENTRATE—Two of the 

reasons crowds flocked to the Snow Crop 

booth at the annual National Frozen 

Foods Convention in Chicago were pretty 

girls and Snow Crop fresh frozen orange 

juice concentrate. Left to right are Ruth 
Brand and Joyce Thoresen. 


O On re eedasce Lesesattaiaee wee NEW ENGLAND MEETING—Guy Cunningham, left, former sales promotion manager 

of WEEI, Boston, now assigned to national spot sales, and Charles B. H. Vaill, 

his successor on WEEI sales promotion, admire some antiques at Wayside Inn, 

Sudbury. They met for the first time as they accompanied Radio Sales, Inc., account 
executives on a tour of the Boston area. 


RECOROEO MUSIC-NOW BRINGS YOU 


WRC Cite Live TBE gpl! 


oe eile 


ie 0 ite AE 5 le a 


names © mamincronans Menten WO 1 ROEM AL PLAN CAMPAIGN—Last minute check on 

be ce pins ate Sr Landers, Frary & Clark’s campaign ads 

ies . ae re eee , on Universal's new Coffeematic, is made 

by B. C. Neece, left, vice-president and 

general sales manager, and S. G. Fisher, 

sales manager of traffic appliances. Goold 
& Tierney, New York, is the agency. 


STARTS DRIVE—The new RCA Victor 45 r.p.m. record player and records will 

bow in this newspaper page to run in 100 major markets March 31. Radic, video, 

magazines and direct mail also will be used in the company’s all-out merchandising 
campaign. 


‘ Distwtiened by CIO Department of Research and Edwostion = CIO C 10 Abolish Ds 
SAN ANTONE SPIRIT—At the annual convention of Union Central Life Insurance SMALL ADS WINNER—A distinctive merit ‘ 
in San Antonio, the announcement was made of the appointment of Ralph award in the New York Art Directors’ 
/ones Co., Cincinnati, as its advertising agency. Left to right, at the meeting, are show went to Seeman Bros., Inc., for this POSTER AWARD—This CIO poster won a distinctive merit award for design of 
nes M. Nelson, vice-president, and C. M. Robertson, president of Jones; W. F. small White Rose tea ad placed through complete unit in posters in the New York Art Directors’ annual exhibition (AA, 
‘selman, Union Central vice-president, and Myron Jones, Union Central's director J. D. Tarcher & Co. David S. Block was March 21). Milton Ackoff was the art director, and National Labor Service, the 


of sales promotion. the art director. agency. 
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New Agencies ‘Better,’ 


Advertisers 


New Attributes Sought, 
Techniques Improved, 
AA Survey Discloses 


By Joun B. MILLER 


Cuicaco—Seventy per cent of 
the companies which changed 
agencies during 1948, and told Ap- 
VERTISING AGE how they went about 
it, believe they did a better job of 
picking the new agency affiliation 
than they did the former one. 

Of the remainder, according to 
questionnaires returned in a com- 
prehensive survey of advertiser- 
agency relationships, six firms re- 
ported that they were unable to 
judge yet whether their choices 
were wiser ones. One company said 
it employed about the same meth- 
ods as before in making its agency 


Believe 


switch; four others admitted to a 
belief that they had done “no bet- 
ter” job of agency selection, al- 
though new factors were involved 
in these individual cases. Two 
others said frankly they believe 
their methods could have been 
improved. 


ws Better selections were made this 
time, the majority of companies 
said, because they changed their 
techniques in many cases; looked 
for different attributes in the new 
agency; were more objective about 
the over-all problem and _ side- 
stepped personal friendships; gave 
the agency candidates more time 
to state their respective cases, and 
spent more time, too, weighing 
the final choice. . 
Some of the 100-odd executives 
who filled out the four-page ques- 
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When it comes to 
sales climbing, Quad- 


F Cities’ “POP”-ulation sets 


fast pace. He covers a 


mountain of sales every day 


over a half million dollars 


pass through the merchants’ 
tills here daily.* 


WHBEF can be a big factor in produc- 
ing sales for you. For WHBF delivers 
more daytime listeners in the Quad-Cities 


than any other station . . . more morning 
listeners than all other stations combined . . . 
a close second at night. (Hooper) 


* Sales Management 


Let us give you more information in regard to 
WHBF’s selling power in the Quad-Cities. 
We invite your inquiry. 


AM-FM 
BASIC ABC 


Les Johnson, V P and Gen. Mgr 
Affliate of Rock Island Argus 


tionnaire forms sent them by AA 
pulled no punches in describing 
their disappointment—and chagrin 
—over previous choices; and their 
determination, in advance, to do 
all they could to make the new 
relationship really work. Many 
criticisms were blunt, and not a 
few were directed at top manage- 
ment itself. - 

The president of a small food 
manufacturer, whose ad budget is 
less than $50,000, told AA: “Can’t 
see where our system was any bet- 
ter this time than last—think we 
don’t know correct methods.” This 
firm’s former agency dropped the 
account (“Our appropriation too 
small for them”) after the account 
executive took another position. 
Nevertheless, the company set out 
to get a “merchandising” agency 
in its home city. Top executives 
talked informally with agency men 
and conferred with each other 
after each meeting, and in a “‘toss- 
up” decision selected a new agency 
because of the types of accounts 
handled and “actual past advertis- 
ing performed.” It’s still troubled 
because it picked up so few ideas 
which would be useful if another 
change were to be made. 


ws The executive of another firm, 
in the automotive field, believes its 
method of choosing an agency “is 
rather haphazard—we don’t give 
a soliciting agency enough oppor- 
tunity to demonstrate whether they 
can handle our account.” Continu- 


ing, he said: 
“Everyone says ‘I know, but our 
account is different . . .’ Ours too. 


We are a sales agency for a dozen 
or so lines of special equipment. 
Obviously, an agency must be 
familiar with automotive type ac- 
counts. However, to do a sound, 
intelligent advertising and selling 
job requires specific knowledge of 
our products, as well as automotive 
methods of merchandising. Our ex- 
perience indicates that it takes six 
months to a year before a man— 
or an agency—is of real value to 
us from this standpoint. For that 
reason, I feel we must always be 
shooting in the dark in selecting an 
agency. We can’t afford to pay for 
the time it takes to make an agency 
useful to us, and then discover we 
‘picked the wrong horse.’ ” 

This company, whose budget last 
year was in the $100,000-$250,000 
class, “would like to find an agency 
willing to work for six months on 
a no-profit basis to determine 
whether we—and they—would be 
happy together.” 


w The ad chief of a manufacturing 
company in an allied automotive 
field and with the same general ad 
budget, who is alone responsible 
for the choice of an agency, ex- 
plained that while the method 
wasn’t superior to former ones, 
“your respondent had greater ex- 
perience.” After suspending all ad 
activities for several months be- 
cause of a recession in its business, 
the company followed its former 
agency account executive to a new 
agency, with assurances he would 
have full charge of the account in 
his new connection. His choice, 
said the advertising manager, was 
influenced strongly by the general 
service and production rendered 
the new agency’s other clients. 
One food company, in the $250,- 
000-$500,000 ad budget category, 
made a poorer selection because 
“friendship with the boss” led it 
to sidestep the best agency presen- 
tation, one respondent maintained. 
Formerly, he said, “we had a lot of 
agencies submit plans on request.” 


s In capsule form, here are some 
of the answers in behalf of adver- 
tisers who believe they did a bet- 
ter job of agency selection this 
time: 


The ‘Under $50,000’ 
Budget Group 


“Former agency chosen on basis 
of elaborate presentation and ex- 
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successful agency. 


The Advertiser-Agency Relationship 


This is the fourth of a series of seven articles on adver- 
tiser-agency relationships, based on a confidential AD- 
VERTISING AGE survey of companies which effected 
changes in their agency setups during 1948. 

Most of the firms represented in the study believe they 
did a better job of selecting a new agency, and they tell 
exactly why. Some are frankly critical—not of agencies, 
but top company management. 

Later articles in the exclusive series will cover the ques- 
tions of “big” and “small” agencies; their location with 
respect to the client; some of the ideas which companies 
may find useful if other changes are necessary later, and 
what these advertisers believe are the vital attributes of a 


We looked for 
in the 


travagant claims. 
a straightforward policy 
change.” 

“They are smaller and give us 
more attention.” 

“Knew more what we wanted 
and looked ’til we found it.” 

“Looked for different attributes 
—interest and thoughtfulness 
rather than smugness and ‘knowing 
the answers.’”’ 

“First agency selected on per- 
sonal acquaintance by company 
officer.” 

“We picked the agency with ex- 
perience both in advertising and 
merchandising in our particular 
field.” 

“We knew more as to what style 
of advertising we needed.” 

“We actuaily knew what had to 
be done.” 

“They are geared to our type and 
size of business.” 


In the $50,000-$100,000 Group 


“The selection heretofore was 
made by the company president, 
whereas this time, inasmuch as 
this office was charged with han- 
dling our advertising, our new 
president let us do the selecting.” 

“Spent a year surveying possible 
agencies before making change.” 

“I drew on previous agency ex- 
perience, including presentation 
work, to make selection as sound 
and fair as possible.” 

“Experience with old agency in- 
dicated that with large, impersonal 
organization we weren’t getting 
kind of service we needed. Produc- 
tion charges were much too high.” 

“Former agency selected for the- 
oretical possession of special type 
of know-how. This never panned 
out. This time we looked for all- 
around ability, including knowl- 
edge of distribution and merchan- 
dising in the grocery field.” 

“Getting better work.” 

“Choice based on agency’s know- 
how with respect to our problems, 
not on personal friendship as be- 
fore.” 

“A more considered move in 
every way; it’s proving a good 
one.” 


In the $100,000-$250,000 Group 


“We allowed glass blocks, ma-|}- 


hogany furniture and_ starched 
shirt fronts to influence our judg- 
ment. Four A membership, large 
size, imposing list of accounts all 
contributed to first selection. Next 
time we looked only for know-how 
and ability—never mind the fancy 
trim.” 

“After working with four or five 
agencies in nine years we were in 
better position to know what to 
expect and what we wanted. We 
looked for the attributes we 
wanted.” 

“Feel they will do us a much 
better ad job.” 

“We took a great deal more time 
in making selection and gave all 
agencies opportunity to state their 
case—rather than depend on 
friendship alone.” 


In the $250,000-$500,000 Group 


“New agency selected by open- 
minded decision of three men in 
ad departmeut; no personalities, 


pressures, no hints from higher up 
—a clear-cut merit decision.” 

“We looked for a broader ap- 
proach to our merchandising pic- 
ture.” 

“We changed our methods and 
looked for different attributes, too. 
Former agency picked by president 
after casually asking someone who 
they thought was the best agency 
in the field—no solicitations or 
checking of other agencies.” 

“Much more thorough job. Much 
better idea what we wanted.” 

“Previous agency selected on 
basis of friendship with and con- 
fidence in agency president, ani 
assumed value of agency’s plans 
board, art and media departments, 
etc. All these may function on the 
big national accounts, but are so 
much window dressing to acquire 
the small accounts for training new 
men. The account executive in a 
medium-size agency has_ served 
his apprenticeship, and is better 
paid.” 


The $500,000-$1,000,000 Group 


“The head of the small agency 
which was chosen had been con- 
nected for many years with a 
large agency which handled this 
account, knew our background 
thoroughly and enjoyed the re- 
spect and friendship of several of 
our top executives, including the 
new incoming president. He is 
very capable, aggressive, energetic 
and widely experienced in accounts 
such as ours.” 


The $1,000,000-plus Group 


“We analyzed more carefully 
their experience in the field cov- 
ered and the market covered by 
our division.” 

“Our former agency had limited 
experience in our field. The choice 
was based on friendship.” 


@ Among companies which said 
they can’t tell yet whether the 
job of selecting was a better one 
this time, one respondent said he 
would have to wait and see because 
“TI picked the new agency largely 
on ‘hunch.’” Another respondent 
said: “We don’t know. We always 
try hard!” 

One of the multi-million dollar 
advertisers, which changed its set- 
up because it felt one agency no 
longer could carry the load of 
several widely different divisions, 
replied: “No comparison can be 
made with the earlier method o! 
selection, since the same agenc 
had handled account for 25 year. 
Former agency began on fee bas s 
in a small way and developed, li! ¢ 
‘Topsy.’ ” 


Putman Adds Duties 


R. B. Putman has been nam d 
to the newly created position 0! 
general sales manager of Americ: 
Lumber & Treating Co., Chicago 
He also will continue to be adve - 
tising manager and sales promoti: 
manager of the company. 


WCAM Appoints Lowenstein 


Morton Lowenstein, former y 
sales manager of Station WBU), 
Morrisville, Pa., has been named 
commercial manager of Statin 
WCAM, Camden, N. J. 
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ae cl : a Fee ont ‘aga Ss 
ae = i sis ues 
... Selling THE 1-2-3-4 Repeat Way 
... Quick... Easy to Learn... 
“1 Scientific Selling by W. S. Townsend 
: . (e son ait, soy that | think you ‘ How fo Sell Yourself 
whit ade decmetaoame to Other People 
wren eel the morerel a ny | Ged on Keep the Jos - 
—— eee the Gil - the Maa 
PRESS MEETS MRS. F. D. R.—Roma Burton, of Modern Screen, and Phil Seitz, Los Seys...Dr. Poul H. Nystrom You Want 
Angeles editorial representative of Advertising Age, enjoy a visit with Mrs. d h i Ge home aw ¢f Martating. Cob a al 
Roosevelt at a Hollywood press cocktail party given by Anna Roosevelt Boettiger. ane @ seme & ° = put detentions ab alent beg SEND 
_ The former First Lady was in the West Coast city for two broadcasts of the .»» Thousands do! Richens ‘ ____/ Money Back Guarantee 
= “Heener end Aame Gecsevel” pregrem on ABC. TOWNSEND METHODS, INC. + Suite 2035 - 176 West Adams -« Chicago 3, Illinois 
er ap- P Pa - 
z pic- | ‘LHJ’s’ Record Ad Deeps Pernview Aacoumt 
Sive & Rosenfield, Cincinnati, 
has resigned the account of Park- 
2 _ Revenue Issue Lost view Markets, Inc., Cincinnati. 
sident' | Money, Fuller Says 
= who WASHINGTON—Walter D. Fuller, 
agency president of the Curtis Publishing 
_ - Co., reported that the November, 
Muct 1948 Ladies’ Home Journal, which 
“auch | carried a record of $2,710,263 in 
ed advertising, lost money. 
r a Postmaster General Jesse Don- | 
r pow aldson previously had cited the is- | 
. plans 
fments, Postal Rates 
on the | 
are so | sue as an example of the kind of | 
acquire publication which could afford al 
ng new | substantial contribution toward the | 
e in a | $550,000,000 postal deficit. 
served Mr. Fuller told the House post) 
better | office committee that “each year | 


we make money on some issues | 
and lose it on others. For 1948 as | 9 
sroup | a whole, Ladies’ Home Journal On I 0 0 a 
., | made $904,925 or 2.4% on total | 
gee sales.” | a o & * 


a o With newsstand and subscription 
od this | "venue, the November, 1948, is- 
ground sue brought in $3,738,536, but 
he ree production, distribution and sales 
eral of | COStSs were $3,781,287. 
ing the Advertising revenue of the mag- | 
He is | zine for 1948 totaled $25,321,186. | 
tic Newsstand and subscription rev- 
erge ‘ enue brought income to $37,137,- : 
ecounts | 914 while production, distribution Moving your product from wholesaler to 


- 232.800. dealer is only HALF the job of distribution . . . 


refully | Sell Becomes Editor the other HALF is to get the product 


Dg of ‘Town & Country into the hands of the user. 
| : Henry Blackman Sell has been 
<a appointed editor of Town & Coun- | 
limited try, New York, succeeding Nicolas 
» choice de Gunzburg, 
who has resigned. | 


and sales expense totaled $36,- | 
| 


We have helped manufacturers ‘“‘move the 


Mr. Sell has dis- | goods” all along the line . . . from jobber to dealer 
‘th said posed of his in-| ; , ‘ 
ae the terests in the Bla- | to user . . . in spite of times and trends, 
ter one _ Aes | f th 95 
- gency, ew or more an ears. 
said he York, of which he | y 
because was chairman of | 
largely the board. At one | . P ; 
yondent time he was edi- Let us show you how the right combination of 
always tor of Harper's d d 
Bazaar and later r = i i _— i 
Val r+ @-—*,- ike product — advertised right — in the right 
: “a chairman of the ome j j — wi j 
Bee. ‘ard of Butterick Publishing Co market — at the right time— with the right 
. ae r. Sell is president of Sell’s 1c] 
load of [Specialties Inc, New York, maar | merchandising strategy can help you meet the 
visions, Sell’s li ‘ , 
aeinm: °° sales problems of the growing buyers’ market. 
thod of 


agence’ tiarvester Cigars Cuts Price 


a. onsolidated Cigar Corp., New | 
- <, announced a one cent 

ed, li ¢ e cut in Harvester cigars, from 
to 9¢, in 79 newspapers | 
/ughout the country last week. | 


price cut also will be featured | 

d the regular Harvester cartoon | 

_ vam [© ‘es which runs in the same list 
ae 4 dailies. Erwin, Wasey & Co., 


“hicay v York, handles the account. 


Panes » Hcrtshorn Appoints Porter | A SSOCIATES C O. 


Villiam R. Porter, formerly. di- 


cs 
© tor of plastics molding materials | 
stein ‘Ss of Celanese Corp. of Amer- 307 NORTH MICHIGAN AVE., CHICAGO 1, ILLINOIS 
uca, has been appointed sales man- 
‘ge: of the Stewart Hartshorn Co., 
‘e\y York, manufacturer of win- 
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Quaker Oats Co., readying plans 
for a big premium promotion, is 
said to have invested in 20,000,000 
dog cards for youngsters, now be- 
ing packed in Quaker Puffed Rice. 
Advertising of this “Challenge of 
the Yukon” campaign reportedly 
will get under way in mid-May, 
using network radio and newspa- 
per comic sections. 

aan 

The NBC-CBS feud seems to be 
gaining momentum, not losing it. 
It has now reached the letter-writ- 
ing stage. CBS recently circulated 
a letter which NBC’s president, 
Niles Trammell, has now answered 
with a five-page missive sent out 


under date of March 18, taking up 
each CBS statement in order, and 
either refuting them or pooh-pooh- 
ing them. Its final sentence: 

“I hope the material in this letter 
has helped to draw a necessary 
distinction between imaginative 
promotion and analysis of the facts. 
On the latter basis, there is no 
question that NBC is still Amer- 
ica’s No. 1 network—in sound 
broadcasting and in television.” 

geen 

Another wartime casualty, Del- 
sey toilet tissue, is finally back on 
the market in supplies large 
enough to call for full trade and 
consumer promotion. Its manu- 


Wesley Bowman Studio, Inc. 
360 North Michigan Ave. e Chicago 


facturer, International Cellucotton 
Products Co., is using business 
paper space now to tell retailers 
that Delsey, in a bright new wrap- 
per, “is here in full supply.” Con- 
sumer copy, through Foote, Cone 
& Belding, Chicago, probably will 
break in May or June. 

The company’s volume seller, 
Kleenex, also was knocked out by 
wartime shortages but came back 
quicker. Magazine space, in the 
fall of 1947, told consumers they 
could get “all the Kleenex you 
want,” for the first time since 1942. 

aes 

A survey by Butterfly Hosiery 
Co., Drummondville, Que., showed 
that seven out of ten women pre- 
fer to wear their nylons inside 
out. In the 18-28 age group, 98.3% 
wear nylons that way. So Butter- 
fly’s copy, in 420-line newspaper, 
magazine and weekend paper space 
the rest of this year, will emphasize 
that “there’s no turning necessary, 
because Butterfly nylons are 
smart-side out...” 

ase68 

Contrary to the rumors which 
follow major agency shifts, Leo 
Burnett Co. will not set up a Min- 
neapolis office to handle the Pills- 
bury Mills account. The agency, 
whose headquarters are in Chicago, 
recently snared the entire multi- 
million dollar account, effective 
in May (AA, March 7). The Bur- 
nett staff will be enlarged, of 
course, but no home-city branch 
is planned in Minneapolis in the 
foreseeable future. 

McCann-Erickson, which lost its 
portion of the account to Burnett, 
probably will cut its Minneapolis 


AGE and Trade Directories 


SPORTS AGE 
has more PAID 


RETAILER 
SUBSCRIBERS 
than any other 
SPORTS TRADE 
MAGAZINE! 


Publishers of GEYER'S TOPICS, OFFICE MANAGEMENT 
AND EQUIPMENT, THE GIFT AND ART BUYER, SPORTS 


SPORTS AGE has 46% 


8247 


PAID RETAILER SUBSCRIBERS 


Compare Dec. 31, 1948, A. B. C. Publishers 
Statements of sporting goods trade magazines 


exclusive retailer subscribers. 


More than 3,500 SPORTS AGE retailers subscribe to no other 
sports trade magazine. (Ask for copy of 1949 Subscriber 


Survey.) 


260 Fifth Avenue 


SPORTS AGE coverage costs, per paid retailer subscriber, 
are lower than any other audited sports trade magazine. (Com- 
pare rates and retailer circulation.) 


The Trend Is to Sports Age 


Sparta Age 


THE BUSINESS MAGAZINE OF SPORTS EQUIPMENT 


A Geyer Publication—Business Magazine Publishers Since 1877 


e New York 1, New York 
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Last year, approximately 500 


will be accepted. 


contain media data only will not 


other conditions are attached to 
clearly stated. 
4. It must be received prior to 
Actual copies of the material 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The second annual Market Data Section of ADVERTISING AGE 
will appear in the May 31 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive 
index of all available market data in all fields. 


were listed in the section, and readers of ADVERTISING AGE sent 
in requests for over 13,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but 
the material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1948, 


2. It must contain market facts. Booklets or brochures which 


3. It must be available for .distribution to advertisers and 
agencies, preferably without charge. If there is a charge, or 


Market Data Editor, Apvertisinc Ace, 100 E. Ohio St., Chicago 
11, with any necessary explanatory notes. 


separate pieces of market data 


be listed. 


its distribution, this should be 


May 13, 1949. 
to be listed should be sent to 


operations to a minimum, and a 
large segment of its 40 staff mem- 
bers there are due for transfer or 
outright release. McCann-Erick- 
son’s major account in the Twin 
Cities now is Gluek Brewing Co., 
and the office also handles several 
smaller regional accounts. 


Amateur Show Signed 
for Year on Television 


Morris B. Sachs’ “Amateur 
Hour,” a Chicago radio feature for 
almost 15 years, has been signed by 
WENR-TV for a year of simul- 
casts on both WENR and WENR- 
TV, Chicago. The first show under 
the new contract was telecast 
March 20. 

The contract was signed after 
Sachs tested the show on video 
and radio simultaneously March 13. 
Reaction by the client, press and 
the agency was so favorable that 
the one-year contract was inked 
two days after the test. 


Two Join Erwin, Wasey 


Alfred V. Hansen, formerly copy 
chief of C. J. LaRoche & Co., Holly- 
wood, and Charles L. Hutchings, 
formerly with Brisacher, Wheeler 
& Staff, Los Angeles, and Cock- 
field, Brown & Co., have joined 
the copy staff of Erwin, Wasey dl 
Co., Los Angeles. 


Four A’‘s Chapter Elects 


The northern California chap- 
ter of the American Association of 
Advertising Agencies has elected 
Henry Krieger, of Honig-Cooper 
Co., San Francisco, chairman. Ford 
Sibley, of Foote, Cone & Belding, 
has been named vice-chairman 
and Ross Ryder, of Ryder & In- 
gram, secretary-treasurer. 


WHY OVERLOOK 
10 BILLION $35 
WORTH « SALES! 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free information. 
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TOTAL DISPLAY LINAGE 
Up 74% Since 1939* 
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* Competition’s Gain 54% 
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Advertising Adds 
io Capital Gains, 
Banker Tells ANA 


Morgan Cites Examples 
of Steady Promotion 
Increasing Equities 


Hot Sprincs, Va.—Advertising 
should be a basic and continuing 
concern of top level management, 
not merely to create immediate 
income but to produce “long-term 
capital gains without further cost 


ANA Meeting 


to the enterprise,” Stanley Harold 
Morgan of Brailsford & Co., Chi- 
cago investment banker, told the 
40th spring meeting of the Asso- 
ciation of National Advertisers. 

He urged that management sup- 
port continuous, long-term adver- 
tising programs, which should be 
“less dependent upon the changes 
of business sentiment.” 

And he cited many examples to 
prove that corporations supported 
by such programs not only have a 
readier market for but develop a 
higher price for their securities. 
“Management has no other ec- 
onomic function,” Mr. Morgan 
showed, “than to reward the stock- 
holders for their risk ...The yard- 
stick is a simple one: Has the 
management increased the value 
of the stockholders’ ownership 
either through dividends or long- 
term capital gains?” 


s Investors weight “the prestige 
and brand preference which an 
enterprise may have developed 
through advertising.” In fact, he 
said, “they pay as high a ratio or 
even higher ratio for earnings de- 
veloped from advertising as for 
earnings produced largely from 
physical assets.” 

An investment banker, Mr. Mor- 
gan explained, “is basically a mer- 
chant,” concerned with prcviding 
“goods” people want to buy. 

“The portfolios of 87 leading 
open-end investment trust funds 
are almost completely composed of 
securities of enterprises which are 
so well known through their years 
of heavy advertising as to have 
their names of household currency. 
These funds now have more than 
$1.5 billion invested in them, and 
‘ven in such adverse market 
years as 1947 and 1948 they at- 
tracted, respectively, $178,000,000 
and $147,000,000 of additional in- 
vestments.” 


= Mr. Morgan cited the role of 
idvertising in attracting funds to 
ndividual companies: Because of 
is “huge advertising expenditure” 
‘ver many years, American Tele- 
hone & Telegraph Co., in the fall 
‘f 1947, was able to borrow from 
‘s own stockholders $360,000,000 
at a very low rate of interest 
and without even the use of an in- 
vestment underwriting house.” 
H. J. Heinz Co., for nearly 80 
ears family-owned, decided in the 
‘o’’ of 1946, a time of “rapidly 
lining prices,” to issue stock to 
public—and the issue was 
er-subscribed. 
n recent mergers based simply 
issuance of stock by the sur- 
ing company, Mr. Morgan said, 
S company “invariably has been 
ieavy advertiser and has made 
name or trademark well 


own.” 

ie mentioned the acquisition by 
Graw Electric Co. (Toastmas- 
’ of Manning, Bowman Co. and 
ted Mfg. Co.; by Masonite 
». of Marshall Wall Products, 
; by Philco of Electromaster; 
Minnesota Mining & Mfg., 
sugh a subsidiary, of Lee Lar- 


—_ 


son Co., and by Textron, Inc., of 
Esmond Mills. 


ws “The rate at which $1 of earn- 
ings is capitalized,” Mr. Morgan 
explained, “becomes a matter of 
vital concern to the owners of an 
enterprise when selling part or all 
of their equity or when capital is 
being raised. 

“Take the instance of a company 
with earnings of $100,000 per year. 
If the current rate of earnings 
were capitalized at five times 
earnings, then the owners would 
realize five times $100,000 or $500,- 
000 for their total equity. 

“But if the owners could make 
the issue sufficiently attractive to 
the underwriters to have the same 
earnings capitalized at a ten times 
earnings rate in the same market, 
the owners would receive $i,000,- 
000 for their total holdings.” 


ew Mr. Morgan devoted a large part 
of his talk to showing, for the ten- 
year period 1938 through 1947, 
“the tendency of better advertised 
enterprises to command a higher 


market valuation for their com- 
mon stock over generally compar- 
able lesser advertised companies.” 
By avéraging prices and then 
earnings, and dividing each by ten, 
and then dividing the average 
price range for the entire period 
by the average earnings to deter- 
mine the average  price-times- 
earnings ratio, he found “the av- 
erage sum in dollars which earn- 
ings of $1 for the given company 
commanded in the securities mar- 
ket.” 

On this basis, Iron Fireman had 
a market rating totaling $1,800,000 
above Steel Products Corp. (Com- 
bustioneer); American Stove (Ma- 
gic Chef) $7,000,000 above Tap- 
pan Stove; Liquid Carbonic $13,- 
000,000 above Bastian-Blessing; 
Minneapolis- Honeywell $13,000,- 
000 above Johnson Service Co.; 
Zenith Radio $13,000,000 above 
Stromberg-Carlson; Househcld Fi- 
nance $22,000,000 above Securities 
Acceptance Corp., and Anheuser- 
Busch $30,000,000 above Falstaff 
Brewing. 

Among other examples: Wrigley 


had a $30,000,000 higher “market 
rating” than American Chicle; In- 
ternational Cellucotton $55,000,000 
more than San-Nap-Pak; Stan- 
dard Brands $57,000,000 more than 
Stokely-Van Camp; Swift $73,- 
000,000 more than Morrell Pack- 
ing; Coca-Cola $160,000,000 more 
than Dr. Pepper; Corn Products 


47 


$170,000,000 more than A. E. Sta- 
ley Mfg., and General Electric 
$2,000,000,000 more than Wagner 
Electric. 


White Agency Moves Offices 

White Advertising Agency has 
moved its offices to 19 W. 10th St., 
Tulsa, Okla. 


Buying power per family in 
Fort Wayne is higher than in 
any other city in the state. Fort 
Wayne is the Golden Zone of 
Buying Power in Indiana. Daily 
coverage by The News-Sentinel: 
99%, in the city plus 43% in the 
trading area. 


The News-Sentinel 


FORT WAYNE, INDIANA 


Allen-Klapp Co., New York-Chicago-Detroit 
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SEATTLE TIMES! 


By abies ame ee cAI ok SS a 


A noted research organization 
recently made an impartial, 
scientific study of Seattle 

newspaper circulations and 
duplications. Here are the 
results. Positive proof that 

it pays to concentrate 
advertising in The 


a 


THIS 


DOES IT 
ALONE 


ae 
: 


ee ee ee = BB at as ere a Te BERS 4 Pee a: 2 oe a" i. ee ee 
24 : pe See ; arn ‘fo FP is ig PG ia ys Ge ey Se are ¥ F thet SE ee hn, se aa es oe Se a i Os ne ale gage ae oa 3) ep Vis * in — 
Let ois a Stats eon ah a oe es i st CS ret | ga BE i Se Se Pt aieem ene ee Seat eee J PSE, Nb iets peat ee Ns be Jo Bae 3p pe Po Ae 
: See re ye ee ae : Pay Oe Ee ge, 6 Dit 2 = phe Saari Sete ia eo gee 2 a ale if wig RBar ‘ ° oi a ry spat a z ann ae isin pe: Paes ede ae Yi ie = . Sea a a 
ee) ea peak tacts ae ‘ igh ae fatal cite Tu tor ne es oe ie eee a3 i ae ie ‘ a a Facer he iit aa ee 7 3 a aye NS ey nae 
ee si 
2 A 
| z 
igh 
“aie 
eget 
Po es ee 
AGE ad 
Nes 
er, ri. 
md 
of 
Ss ee ee ee ee eee ee 
ive 
ata 
are Sec i a mea os : a 
: Be ae, teens “gs oe, 
ion sigs gee > ete ised) 
ieee See Sie as See ee 
but Sh pean piel 
— Aa aa ee 
148 ee se 3 see oe i ead 
‘ich epee ke eee i, 
<i pete ta ‘cial 
od —— —— . . Ps 
be cee eae epee ns Re es 
, BR gs esih hee 
t to ee 
ago ; 
EIEN acca! ; z 
, eT a 
P Po ee ~~ i 
——t—~—~wte ve ge ee ‘ : 
chap- — eee eo Sane . 
tion of _ ; a, ee 
. Be 
elected - _ . ; 
Cooper Be ; 
n. Ford Pete i. er : 
elding, i itis 
airman ue = 
& In- j Be: hed 7 
1 Be i 
na a 2 
er : : % ES 
| << . “Law rae ast Be _ . 
$ § i es 7 ae: eee W \TH . 
ES! ioe See ee Me 
f RNS cee eae Sica, Pepe s a 
Ps GS ye rere ae wees + roe 
Negroes ; ge) el ee ee ee ae ie 
} billion ‘ a ae > a 
nat you | e: a - a oe & : 
ane he | a ee ial eh eae g 
es ie a . a 
rhrough een : fe 4 . 
5 or: ge 
he most pigs ee tae Cat a 
Tremen- | F eae ak en ee oo See aaa i 
a es. Te ee eae ME ; 
nh adver- | Pee > eee ay ey are homme 2 coeemmte a 
f CT sg ee Rete a om J Fie as ON cle : 
ss = See ae Pans, e Dee mars tage a | a 
iterstate ; Be en enter rset! ON a ite. : eh 
is Fifth , aie oy ig i PRerniere re er ° ae 
| leading sim 7 a ; eee 2 ies loam a 
- Ora RE ae Be ROSES § a di 
eas ; e ah 
. f a : DAILY, ABC CITY ZONE. i 
Jae Sunday analysis shows e : 
si page Be 
& # a e 7 eo es 
ie ‘ a 
| ee 
: 
% igs = 
£ o VE aie eS Sa a Ee eee : AEE: Rae : oe 
“ie ae Be 8, Eis eee a he 
Ee AEE : og! 
| 2. | emma — noooraieinerseroeovonssnennan sine penned : i wie 
de j : Se ey 
ag) | a, Be 
, % ; SP. NO : bay 4 
a 4 re) PAPER ‘ is 
, ee (es - 
fs ‘ 4 Neate 
| 3 ‘ aod 
| oe “a : ies 
38 | | . 3 
h |  . a 
| eS > ree om tatters inrsaaesenroier qaaeaeearennensasr ee mee menat nt ena memmane aaeneenanl ws 7 . . ‘ jin. ae 
2 Lite oe Oe oe sia: ot Get Pay ' - Bris Ba: ate see - 2 te sae : Bee ; 
ri iar site ae gE 2 Ree Bae “a ae hw ° 3 
Z ——————_———— THE : a 
i= . ———— i q ‘ x 
, : || (eeve=| Ohe Seattle Times -——— 3 eit - : : 
: : } . ‘ ay a 2) 
ma — ae ooo - ~~ _ 
== ft} SS = ; a . 
= === oF : - pee 
a. = = SS = __ = ‘ q Pine 
| = Sa. - = = = ; i 
“7 oie a es a “ . 
“ ee a aie aor = he st fats ee foe 
} —- P ples 
' , % ’ ty tags 
Represented by O'MARA & ORMSBEE New York - OC << Chicnge « eles + Sar sco et 
oe ce i a a ie Ma . i. 
pe ee Bae « Rg el OP Sg Me Mises ey is MEATY By TA RO hs oath Gap er ae Pence rr ret, eee Sa Beige cabrrae tes gh uhh OIF al eR Ear a oe 4 eg eta ee a Ane oe cok ie 5 pita cide aren 
a Rate Pree nee aae ey Tied Se al Vcr Be Se Re Pe LST es EES esis Sn Te ae eee a eee Bi dc nasi: hain Oia Be Bae | Seer ee oe # eee ick tom ae eee dag caren A Oe att ees saint jg hee ae ae 
= ; , F ; Sry . ate eet : » ‘ Pee ree a Seeee Ne Bee ee eRe PERO Re tetra een ple Es. eens Re a eA oe oa ve ee nae 


Seagram Sales Zoom 


in 17 Monopoly States 


Blends’ Dominance 
of Whisky Market 
Shown in Report 


By JOHN CRICHTON 


New YorkK—Sales of whisky in 
17 monopoly states increased in 
1948, with total case sales of 18,- 
169,974, compared to 17,728,934 in 
’47. Seagram Distillers moved 
in strongly, now holding 34.8% 
of the 17-state sales. Schenley 
holds 19.2%, Hiram Walker 16.3%, 
and National 11.4%. 

The sales in the monopoly 
states are highly regarded in the 
liquor industry because they pro- 
vide a direct sales record, by brand, 
of the movement of liquor in those 
states. Some ten other states re- 


HOW TO GET 
AHEAD IN 
ADVERTISING 


Your success in advertising depends 
largely on your ability to think up 
ideas—your ability to use your imag- 
ination—your creative power. 

“YOUR CREATIVE POWER?” is the 
title of a new book, written by a famous 
advertising man, and just published by 
Scribners. The author is Alex Osborn 
—the “Osborn” of Batten, Barton, 
Durstine and Osborn—one of America’s 
largest advertising agencies. 

In this new volume, Mr. Osborn has 
condensed into a few hours of utterly 
fascinating reading his 40 years’ suc- 
cessful experience in advertising and 
selling. 


How to Think Up Advertising Ideas 


Here are just a few of the things this 
book tells you: 
> How some famous ideas were born 
> How to think up ideas 
> How to recognize good ideas 
> How to present your ideas to others 
> How to win advancement 
> How to develop creative power in 
others 
> The 10 habits that kill ideas 
> The 10 habits that breed ideas 
> How a single idea made $6,000,000 


What Well-Known People Say 


Richard C. Borden, nationally known 
sales consultant—‘‘The most valuable book 
in my library.” 

Arthur C. Nielsen, President of world’s 
largest research organization—‘'I defy any 
ambitious reader to start it without wish- 
ing he could finish it before stopping for 
either food or sleep.” 

Raymond Rubicam, Founder of Young 
and Rubicam—‘If I had had a chance to 
read it when I was 22, I might have used 
my working time much more creatively.” 


Dr. Henry C. Link, author and psychol- 
ogist—‘‘Best possible kind of book on how 
to achieve creativeness.” 


G. Lynn Sumner, President, G. Lynn 
Sumner Co.—‘‘The best book on creative 
thinking I have ever read.” 

Many who read this book want to GIVE 
it. Elizabeth Arden sent 110 copies to 
friends in the retail trade. A manufac- 
turer sent a copy to each of his 38 field 
representatives. H. J. Heinz Company, 
Fidelity Mutual Life, Standard Oil of 
Ohio, Champion Spark Plug, Ward Bak- 
ing, are among the companies which have 
given copies to all their executives. 


Read it 10 Days Free 


No matter whether you are a copy- 
writer, artist, student, or advertising ex- 
ecutive, the publishers are so certain that 
this new volume (41 chapters, 355 pages) 
will be of great value to you that they 
make this offer: Read the book for 10 
days without cost or obligation. If you 
are not delighted, simply return the book 
and OWE NOTHING. 


SCRIBNERS 


Charles Scribner's Sons, Dept. 12 
597 Fifth Ave., New York 17, N. Y. 


Please send me YOUR CREATIVE POWER 
for 10 days’ FREE examination. Within 
that time I will remit $3.00 plus a few 
cents mailing charges, or return the book. 


Name. 


Address. 


SAVE! If you enclose payment, publisher 
will pay mailing charges. Same return 


privilege. 


port, but since these are reports 
of private operations, they are 
thought to be considerably less 
accurate. 

The 17 states are thought to ac- 
count for about 30% of total li- 
quor sold, largely because of three 
major states—Ohio, Michigan and 
Pennsylvania—in the group. Some 
distillers, notably Seagram and 
Walker, are supposed to fare bet- 
ter in monopolies than in open 
states. 


ws The monopoly states hold a sig- 
nificant mirror to the liquor busi- 
ness generally: The dominance of 
blends in the market is clearly 
shown; also evident is the growing 
concentration of sales among the 
“big four” distillers—Seagram, 
Schenley, Hiram Walker and Nat- 
ional, which now divide 82% of 
the market. 

Over a ten-year period, Seagram 
has been the leader in sales in the 
monopoly states in all but two 
years, 1945 and 1946. Seagram has 
maintained more than 20% of the 
market, and its 34.8% in 1948 rep- 
resented a 7% gain in total share, 
and actual case sales gain of 1,433,- 
705 to bring the company’s total 
sales in the 17 states to 6,325,441. 
These figures for Seagram incor- 
porate the sales of Calvert, Frank- 
fort, Carstairs, Jameson and 
Browne Vintners divisions. 


ws The Seagram group was the 
only major distiller to show a 
gain in 1948. Here are the whisky 
case sales, with gain or loss shown 
in parentheses: Seagram, 6,325,- 
441 (+1,433,705); Schenley group, 
3,495,475 (-207,902); Walker group, 
2,974,643 (-210,011); National 
group, 2,085,600 (-527,706) ; Amer- 
ican, 448,517 (+82,748); Continen- 
tal, 443,870 (-163,436); Park & Til- 
ford, 433,132 (497,461); Glenmore, 
392,400 (+69,994); Fleischmann, 
257,124 (429,024) ; Brown-Forman, 
188,754 (+516); Berke Bros., 172,- 
206 (-40,030); and United Dis- 
tillers, 132,355 (-75,204). 

It should be emphasized that 
these figures, and those in the 
accompanying chart, relate only 
to whisky sales. Those companies 
which have wine, brandy or other 


Companies’ 
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% of Total Whisky Sales in 17 Monopoly States 


Four Roses, 711,528; William Penn, 
481,438; and Golden Wedding, 402,- 
660. 


a Two highly significant brand 
changes affected Three Feathers, 
which dropped from sixth to 13th 
place, and in case sales to 325,187, 
in 1948; and Cream of Kentucky, 
which was in 19th place in 1947, 
with sales of 183,889 cases, and 
moved up to 539,633 in 1948. 
Golden Wedding was 12th in 1948, 
with sales of 344,489. 

Seagram pruned its line in the 
postwar period (AA, March 7), and 
some of the results are evident 
here, with four brands in the top 
ten. Its leading seller, Seven 
Crown, stepped up sales more than 
1,000,000 cases. 

No clearer testimony to chang- 
ing markets can be found than the 
change in the top ten brands in 
the monopoly states. In 1940, these 
were the top brands—and note the 
sales in cases common in the pre- 
war period (straights indicated by 
S): 

Kessler Private, 906,164; Five 
Crown, 438,382; Calvert Special, 
432,930; Cream of Kentucky, (S) 
375,339; Mint Springs, (S) 311,- 
699; Green River, 309,480; Old 
Drum, 283,620; Rocking Chair, 
259,305; Paul Jones, (straight 
blend) 216,942, and Ten High, (S) 
186,460. 


ws Of the top ten brands in 1940, 
only one (Cream of Kentucky) is 
still in the top ten; most have been 
either withdrawn from the market 
or are no longer important in li- 
quor competition. 

The big battle raging in the li- 
quor business, besides the bonds vs. 
blends battle mentioned in AA 
three weeks ago, is the war be- 
tween the giants, Schenley and 
Seagram. Between them, they 
probably account for between 55 
and 60% of the nation’s liquor 


Schenley 


nopoly states, 1944-48. 


vs. Seagram 


How these two distilleries’ three top whisky blends have sold in mo- 


(number of cases) 
1944 1945 1946 1947 1948 
Schenley 
Schenley Reserve 1,051,392 1,579,804 1,841,762 1,929,800 1,698,079 
Three Feathers 963,699 1,024,489 1,623,614 821,421 325,187 
Golden Wedding 57,300 227,920 152,008 402,660 344,489 
Seagram 
Seagram 7 Crown 646,138 766,171 1,274,008 1,910,155 3,022,385 
Calvert Reserve 259,906 298,699 481,765 798,410 1,130,650 
Four Roses 238,264 189,714 246,097 711,528 658,343 
subsidiary products would have} sales 
varying total sales—this compar- In these 17 monopoly states, 


ison is only for whisky. 

While most of the independents 
had good years, it is noteworthy 
that the sales of the top five inde- 
pendents barely exceed that of 
National, the smallest of the big 
four in the monopoly states. 


e The comparison of companies is 
somewhat reflected in a recapit- 
ulation of brand sales. Note that 
blends are predominant. 

First ten brands in 17 monopoly 
states, with 1948 cases sold: Seven 
Crown, 3,022,385; Schenley Re- 
serve, 1,698,079; Walker Imperial, 


| 1,217,539; Calvert Reserve, 1,130,- 
1/650; Corby’s Reserve, 1,061,836; 
PM DeLuxe, 862,944; Four Roses, 
| 658,343; Cream of Kentucky, 539,- 
'633; White Seal, 420,055; William 
/Penn, 360,990. 

| In 1947, before Seagram's drive, 
|these were the top ten: Schenley 


_| Reserve, 1,929,800; Seven Crown, 


}1,910,155; PM DeLuxe, 1,415,857; 
| Walker Imperial, 1,298,540; Corby’s 


an accompanying tabulation shows 
how the two titans’ three top 
blends compared over a five- 
year period. During this period, 
the ratio of blend sales to all 
whisky sales rose from 7,700,000 
cases of 12,700,000 sold in 1944, to 
15,900,000 of 17,700,000 sold in 
1947. In 1948, the ratio was 15.7 
to 18.1, a pointer to the growing 
straight vs. blend conflict. 


ws Liquor men regard the months 
of November and December, 1948, 
as crucial months. Of the six 
blends listed in the tabulation, 
Seven Crown and Calvert Reserve 
|showed increases in both months 
lover the same months in 1947; 
|Schenley Reserve, Four Roses and 
|Three Feathers all ran well below 
their 1947 marks—Three Feathers 
was off about 40%; Golden Wed- 
|ding was 16,000 cases off in Nov- 
ember, but showed a gain of nearly 
2,000 cases for December, 1948, 
against the same month a year 


their percentage of the monopoly 
total are listed herewith, with the 


comparable 1939 percentage: 

1939 1948 
Alabama 3.30 4.19 
BD, ii casinaiinstissi einen 1.13 1.11 
lowa 4.65 4.46 
Maine 1.47 1.76 
Michigan ............. 14.05 14.56 
REIL, Scktcastecsensnes 1.78 1.60 
New Hampshire ............ 1.20 1.59 
North Carolina . 2.68 5.20 
eta as 19.26 18.04 
Oregon SEE a: _ 2.79 4.32 
Pennsylvania _................ . 29.59 19.46 
Utah Saeiiliaontheoalinattiade 1.14 1.01 
SNS 0.60 0.80 
Virginia rad 6.65 10.65 
Washington ......... 4.26 5.69 
West Virginia ....... 4.69 4.71 
| EE 0.76 0.85 


1939 1940 1941 1942 1943 1944 1945 1946 1947 1948 
Seagram Group ..... 23.11 24.59 27.93 3043 27.90 2642 21.44 21.66 27.59 34.8) 
Schenley Group 14.25 11.47 10.18 11.18 13.95 21.17 23.81 2412 20.89 19.24 
Walker Group ........ 11.89 11.63 1492 1486 11.83 12.34 12.66 12.26 17.96 16.37 
National Group ....................... 12.71 11.61 11.07 11.22 11.99 1634 18.07 17.71 14.74 11.4) 
American Group .................... 5.84 4.64 7.64 5.27 7.81 7.06 5.64 3.26 2.06 2.47 
Continental Group ....... 4.96 4.41 5.13 3.53 9.87 2.29 4.05 3.00 3.43 2.44 
££ Sa 27.24 31.65 23.13 23.51 1665 1438 14.33 18.00 13.33 13.18 
EE I aiictemebeccccinesestseonses 11.75 12.83 1424 1746 11.36 12.71 1456 17.04 17.73 18.17 
*Millions of cases. 
Reserve, 1,009,252; Three Feathers, | earlier. CBS Advances Brennan 
821,521; Calvert Reserve, 798,410;| The 17 monopoly states, and| Bill Brennan has been appointe | 


in charge of transcontinental sale 
of CBS, Hollywood, succeedin 
Frank Oxarart, who is now wit! 
Hunt Foods. Mr. Brennan was for- 
merly Hollywood sales _ servic 
manager and has been with CBS 
since 1946. 


Grove Launches Tonic Drive 
Grove Laboratories, St. Louis, 
will begin its annual spring-sum- 
mer spot drive for Grove’s Taste- 
less Chill tonic on some 70 stations 
soon. Heaviest push in the cam- 
paign, handled by Harry B. Cohen 
Advertising Co., New York, wil! 
be in the rural areas of the South. 


Newsday 


100,000 


circulation now tops 


100 


000 


daily on the Real Long Island! 


25,000 


» where retail sales exceed *2,000,000 a day 


Newsday carried more advertising in 1948 than any New York City 


evening paper. . 


_ and on the Real Long Island . . . Newsday carried 


82.8% more advertising than the second paper. Source: Media Records 


Alicia Patterson, Editor and Publisher 


Executive Offices, Hempstead, Long Island, N. Y. 


Represented Nationally 


by Kelly-Smith Company 


GIANT PRINT BOO 


* Write or ‘phone 


for YOUR FREE 
copy... today! 


Raepew Copy 


123 N WACKER ORIVE 


| 


SERVECE. Nc. 


@ CHICAGO 6, ILLINOIS 
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Along the Media Path 


e The New York Journal-Ameri- 
can has again walked off with two 
of the top seven honors in the an- 
nual Editor & Publisher promotion 
contest, as it did the previous year. 
its national advertising promotion, 
vhich won an award last year, 
also collected the top award in its 
class this year, and the paper’s 
classified advertising promotion 
also was adjudged the best of its 
class. The national promotion was 
cited particularly for being “com- 


plete in all phases,” including 
business paper advertising (of 
which the series of smashing 


spreads in two colors which has 
been appearing in AA is an out- 
standing example), a presentation 
analyzing New York’s characteris- 
tics as a market, mailing brochures, 
special ads, a series on New York’s 
cultural, religious and industrial 
institutions, etc. 

The Louisville Courier-Journal 
and Times also collected two E&P 
awards, in the retail and commun- 
ity service classifications. Other 
top award winners were the Mon- 
treal Standard, for the best circula- 
tion promotion; Chicago Herald- 
American, for the best market data 
book; and Milwaukee Journal, for 
the best product classification mar- 
ket survey. 


e Charles C. Spink & Son, St. 
Louis publisher of Sporting Goods 
Dealer and The Sporting News, is 
celebrating its 50th anniversary 
with a 476-page issue of Sporting 
Goods Dealer, containing a com- 
plete history of the publication and 
the industry, among other features. 
Mr. Spink died in 1914, but man- 
agement of the company was taken 
over by his son, J. G. Taylor Spink, 
who is still publisher. In turn, his 
son, Charles C. Spink II, is now 
advertising manager. 


e With a die-cut booklet shaped 
like a cow’s head, Wisconsin 
Hometown Dailies, Racine, mar- 
shalls the facts supporting Wiscon- 
sin’s claim to the title, “America’s 
Dairyland,” and pointing up the 
merchandising power of the 38 
dailies serving the state’s major 
hometown markets. 


e Parents’ Magazine’s “Tested and 
“ommended Seal” builds consumer 
confidence and increases sales, 
manufacturers are told in a new 
booklet which details the results 
of on-the-floor tests of products— 
with and without the seal—in 
leading department stores. 


e The WOW “Farmers Trip to 
Europe,” sponsored by the Omaha 
Station as a good will gesture, not 
only has been recorded as its most 
successful promotion but has stim- 
ulated at least two, and possibly 
four, additional trips, including a 
¢ ntingent of 30 midwestern house- 
ves who set out for Europe 
Curly this month. The 26 farmers 
| WOW escorts, each of whom 
| his own expenses, wound up 
0-day visit to nine European 
countries Dec. 20; since then 
i oy’ve set up a permanent or- 
pa zation, held a reunion—and 
n 596 speeches before an esti- 
‘d 60,000 people at meetings 
he six “‘WOW-Land” states. 


e tation KOIL, ABC’s basic out- 
=n Omaha, has launched a novel 


n promotion with Better 
ies & Gardens, a “Spring Is 
the Air” campaign which in- 


es special programs and fea-| 


U-s written for and narrated by 

bh editors of BH&G, with daily 

@- recorded talks scheduled on 

© full list of subjects covered | 
he magazine. 


«- age brochure, neckties, street- 


cards, window cards and 


omotional gimmicks include a) 


streamers, newspaper and shop- 
ping guide ads, a weekly bulletin 
and letters to advertisers in the 
Omaha-Council Bluffs area, and 
distribution of paper daisy bou- 
tonnieres. 


e A century of editorial and ad- 
vertising service is recalled in the 
centennial book recently issued by 
Shields Gazette, one of the five 
newspapers published by Northern 
Press Ltd., South Shields, Eng- 
land. The Gazette, founded early 
in 1849, has a longer record of 
continuous publication than any 
other provincial evening news- 
paper. 


e The Crossley survey for Argosy, 
“What Most Men Want Most,” has 
blossomed into a merchandising 
“natural”—a nationwide tie-up 


with leading department stores and 
their 1949 promotion of Father’s 
Day. Argosy has offered the pro- 
motion exclusively to a single store 
in each major market, and expects 
more than 50 (including Gimbel, 
New York; Marshall Field, Chi- 
cago; The May Co., Los Angeles; 
Strawbridge & Clothier, Philadel- 
phia, etc.) to cooperate. 


Four A’‘s Chapter Elects 


Dan Madden, of Honig-Cooper 
Co., Seattle, has been elected 
chairman of the Washington chap- 
ter of the American Association of 
Advertising Agencies. Other of- 
ficers are: Harry Pearson, Pear- 
son & Morgan, Seattle, vice-chair- 
man, and Sidney Copeland, Mac 
Wilkins, Cole & Weber, Seattle, 
treasurer. 


Lundy to Canadian Admiral 


Stanley Lundy, formerly Cana- 
dian manager of the electric shaver 
division of Remington Rand Ltd., 
has been named general sales man- 
ager of Canadian Admiral Corp., 
I alton, Ont. 


ABC and NBC Sign Up 
More Video Stations 


NBC added its 34th TV station 
with the signing of WICU, Erie, 
Pa. Previously affiliated with 
CBS, the station is due on the air 
in June. 

Meanwhile, ABC picked up two 
more video affiliates—WCPO-TV, 
Cincinnati, and WBNS-TV, Col- 
umbus. WCPO-TYV is planning on 
a May debut and WBNS-TV is 
due on the air in August. 


Tandy Names Mason V. P. 


Chas. A. Mason, who has been 
head of the copy and creative de- 
partments, has been named a 
vice-president of Morris F. Tandy 
Co., Detroit agency. He will con- 
tinue to serve as an account exec- 


utive. Genevieve Hazzard has been 
appointed an account executive of 
the agency. 


EKTACHROME Processing 


Duplicating Transparencies 
Carbro Prints 


Jack Ward Color Service 
109 West 48 St. 
New York 19, N. Y. 
Telephone Circle 5-7285 


PHOTO ENG RAVERS-- C HICAGO 
547 South Clark Street Telephone WAbash 2-6284 


sf 


THE NATIONAL BUSINESS 
DAILY COVERING: 


FURNITURE & BEDDING 
UPHOLSTERY FABRICS 
GIFTS & DECORATIVE ACCESSORIES 
CURTAINS & DRAPERIES 
FLOOR COVERINGS 
CHINA & GLASS 

LAMPS & LIGHTING 
HOUSEWARES 

MAJOR APPLIANCES 
RADIOS & PHONOGRAPHS 
TELEVISION 


hat do home furnishings retailers think 


of Retailing since it went daily last June ? 
A 4-A agency recently asked that question 


And the retailers supplied an unmistakeable answer. 


Not only did they prefer Retailing Daily 


department stores all over the nation! 
Do you have anything to say — and sell — to these people? 


re Ce 


Retailing Daily. . 


A FAIRCHILD PUBLICATION «+ 


. asked the retailers themselves. 


over all other business papers in the field 


COO 


Who expressed this overwhelming preference? 
Home furnishings buyers in furniture and 


RETAILING DAILY SHOULD BE NO. 1 ON YOUR LIST! 


7 EAST 12 STREET NEW YORK 3 WN Y 
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. America’s No. 1 Home Furnishings Business Paper 
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A. C. Hancock Heads 
Industrial Editors 


Crncinnati—A. C. Hancock of 
Remington Rand, Inc., was elected 
president of the American Associ- 
ation of Industrial Editors at its 
annual convention held at the 
Netherland-Plaza Hotel here on 
March 11. 

Other officers elected were: 
George P. Hopkins, Atlantic Re- 
fining Co.; Willis L. Peck, Revere 
Copper & Brass Co.; John A. Jones, 
Weirton Steel Co. and James 
Mudge, Jacqua Co., vice-presi- 
dents; Amy I. Hardester, Warner 
Co., secretary; Edward Forest, 
Allis-Chalmers Mfg. Co., treasurer, 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
Division of 


Artkrath® 
900 Kibby St. Lime, U.S.A. 


| Peete 


and Robert D. Breth of Philadel- 
phia, editorial consultant. 

The association adopted as its 
major program for 1949 and 1950 
a resolution based on the American 
credo which appeared in the 
March, 1949, issue of Reader's 
Digest, written by Don Belding, 
chairman of the executive com- 
mittee of Foote, Cone & Belding. 

The resolution stated, “We, as 
industrial editors, with a reader- 
ship of 40,000,000 workers, believe 
and accept the American Way of 
Life. We adopt this as our major 
editorial policy.” 


DuMont Appoints Guildford 


Rowland R. Guildford has been 
named assistant sales manager of 
the television receiver division of 
Allen B. DuMont Laboratories, 
Inc., New York. He has been with 
DuMont since 1947. 


Hill Advances Thomas 

Roy W. Thomas, in charge of,the 
service division, has been named 
production manager of W. S. Hill 


Co., Pittsburgh agency. 


Advertising in the Test Stage 


Rayve Permanent 
Gets Ist TV Test 


Cuicaco—Pepsodent division of 
Lever Brothers Co. has purchased 
part of DuMont’s “Charade 
Quiz” for 13 weeks as its first ex- 
perimental venture in television, 
and is using the show to boost 
Rayve home permanent. 

United Cigar-Whelan Stores 
Corp. sponsors “Charade Quiz.” 
However, Weco Products Co. (Dr. 
West products) and Pepsodent’s 
Rayve home permanent share ex- 
penses with the Whelan organi- 
zation. 

The half-hour program is broad- 
cast over WABD, New York; 
WFIL-TV, Philadelphia, and 
WTTG, Washington, on Thursdays 
at 8:30-9 p.m. Pepsodent signed 
as one of the sponsors for the 13 
weeks beginning Jan. 20. 

Pepsodent will use three spot 


film commercials produced by J. 


Walter Thompson Co. and will 
rotate them so that each one is 
shown about four times. 

Meanwhile, the two radio shows 
which promote Rayve home per- 
manent (“Winner Take All” on 
CBS, five times weekly, and “Jun- 
ior Miss” on CBS Saturday morn- 
ing) will continue under Pepso- 
dent sponsorship, and campaigns 
in other media also will continue 
without change. 

JWT handles Rayve home per- 
manent advertising and Needham, 
Louis & Brorby handles Rayve 
Creme shampoo. 


WASHER AND IRONER 
GROUP IN CO-OP PUSH 


Cuicaco—The American Washer 
& Ironer Manufacturers Associa- 
tion last week opened an intensive 
ten-day cooperative test promotion 
of automatic household ironers in 
Decatur, Ill. 

The test promotion, scheduled 
to continue until April 2, is the 


You sold him... NOW WHAT? 


¥ ad did a fine job of selling. It described your product exactly. . . 
the illustration whetted your prospect’s buying appetite ...made him 
want to act at once. But one more bit of information is needed to close the 
sale WHERE can he buy your product? 

The ‘yellow pages’ of telephone directories make this easy. Just display 
your trade-mark or brand name over a list of your local dealers. That’s called 
Trade Mark Service. Then put this list to work for you by telling readers of 
your advertising that they can find your dealers in the ‘yellow pages’ of their 


telephone directory. 


That gives you a complete selling package. It makes it easy for prospects 


to buy your product. 


AmER/cAS BUY! 


neo GU 


108 FOR OVER 60 YEARS 
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industry’s first attempt to measure 
the effectiveness of an organizec, 
group retail promotion in turning 
Sales potential into actuality. 

A teaser drive opened ten days 
before the test, showing the soles 
of two shoes and the caption: “It 
takes you off your feet.” A ful! 
page in the Decatur Review and 
another in the Herald tied in ‘he 
teaser theme with a contest 2 - 
nouncement. 

The contest, with an ironer is 
first prize, and credits on the pi r- 
chase of a new model for rv .- 
ners-up, is designed as a traf: ic 
builder for the 30 department, fu -- 
niture, radio, hardware and app)li- 
ance stores participating. 

Local dealers were informed of 
the test at an association dinner in 
Decatur March 14, and will gather 
again with officials of the associ- 
ation’s member companies for a 
report and evaluation of the pro- 
motion April 14. 


BEER-SHAMPOO TESTED 
IN COLUMBUS, OHIO 


Cuicaco—Frank A. Weaner Co. 
has chosen Columbus, O., as the 
test market where its new product, 
Beer-Shampoo, will be tested. 
Newspapers, radio spots, win- 
dow and counter cards, window 
displays and streamers all will be 
used in the test promotion, han 
dled by Harry J. Lazarus & Co. 
Chicago agency. 

The shampoo, said to incorpo- 
rate the setting qualities of beer 
with cleansing qualities of popu- 
lar shampoos, contains less than 
1% alcohol, plus setting and 
cleansing agents, and a rinse. 
Columbus beauty shops and drug 
and department stores will handle 
the item. 


STARTS TWO-MARKET 
TEST FOR ‘CHILLETS’ 
SEATTLE—New England Fish Co 
has launched a ten-week series 
of newspaper advertisements in 
a two-market test of its fresh- 
frozen fish, Belleanna Chillets. 
Each ad in the series, which is 
running in Fresno, Cal., and 
Phoenix, Ariz., features a recipe, 
describing new ways to serve fish. 
The slogan, “Cook a Chillet in 
your Skillet,” is used to tell in 
rhyme how to pronounce the word 
The chillets are chilled fillet ot! 
sole or other deep sea fish. 
Broadsides with localized head- 
lines in each market outlined the 
campaign for grocers and included 
a two-color refrigerator display 
piece featuring the campaign sl0- 
gan and brand name. A new wra 
for the product facilitates sell- 
selling in frozen food cabinets 0 
refrigerators in stores. 

Pacific National Advertising 
Agency handles the account. 


SANAPAK STARTS TEST 
DRIVE IN 2 AREAS 


New YorkK—Sanapak Mfg. Co 
maker of Sanapak sanitary naj 
kins, is launching a test campaig! 
this month in two sections of th 
country. The company is using ! 
newspapers and three magazines! 
cover southern states, and week: 
newspapers in six urban mar<¢! 
in Pennsylvania and Ohio. 

Harry B. Cohen Advertis 0 
New York, is the agency. 


McLain Organization 
Merges with Dorville — 


McLain Organization, Phil dé 
phia agency formed in 1907 
merged with Dorville Corp., tiie 
year-old merchandising and s@* 
promotion company. The new Me 
Lain-Dorville, Inc., will have © 
fices at 1420 Walnut St. 

Officers are: Chairman o! ' 
board, William R. McLain, 
merly president of McLain Or 2# 
ization; president, Lyle T. J.” 
ston, formerly executive vice-pl 
ident of McLain; executive % 
president, G. Potter Darrow, * 
merly head of Dorville; and 
president, Walter W. Mich 


formerly a McLain vice-presi i¢ 
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neasur: i / snobbishness,” and give an histori-| come tax book which outsold the|takenly large reprinting under the|each market. The account is han- 
sanizec SRL Blasts cal work or one of literary appeal] other book by 90,000 copies. influence of “inaccurate best-sel-|dled by Ross, Gardner & White 
turning a better report than its plebeian| 9. Long-term best sellers are| ler lists.” Advertising Agency. 
ty. competitor. usually ignored. SRL says pub- 
en days Best Sellers 6. Best sellers are often the re-|lishers agree that any book selling| New French Dressing 
ne soles sult of large inventory. Book sel-| 25,000 copies in a year ought to| Promoted Via Video Spots 
ion: “It . lers often report titles which they | be on a best-seller list. Yet “Gone| A spot television campaign, run- remember 
A full and Asks Audit need to sell, nominating slow-mov-| with the Wind” (50,000 copies),/ning for 60 consecutive days on 
ew and ing books as best-sellers in order|“How to Win Friends and Influ-|KTLA and KNBH, Los Angeles, Business 
lin the to clear the unsold books. A large|ence People” (42,000 copies in/will be used to introduce King’s A iat 
est 2)- New YorK—“Commercialism,| advance sale, overstocking, and a|regular trade edition), and “The Tropical Inn French dressing to ssocia es cay) 
hypocrisy and utter disregard of| best-seller is born. Robe” (38,000 copies) all went Los Angeles consumers. The prod- = 
oner x | fact have largely destroyed the] 7. Best-seller reports lag about | unlisted. lly mo ag ag Bh oe 
* 3: . , anu- 
he pur- validity of present best-seller/three weeks. SRL says the lists ., | facturing it for home use. The ini- 
oF Fu: lists,” the Saturday Review of|of both newspapers are from two}# SRL has a solution—an Audit|tja) merchandising will be di- 
. trafic Literature charges in its March 26/to three weeks out of date, and| Bureau of Best Sellers. The bu-|rected through the Ralph’s Markets 
ent, fu-- issue. during the Christmas rush the list-|reau would draw _ information| grocery chain. 
d appli- The magazine says that the New| ings may be as much as a month|from two sources: a weekly cer-| Supporting the television drive 
York Times and Herald Tribune|behind actual sales movements.|tified report from publishers on| Will be newspaper ads, store dis- 
rmed of lists of best sellers frequently fail actual sales of best-selling titles, | Plays and special demonstrations in 
inner in to agree, and “though respectable,|s 8.“Practical” books are mis-|and weekly sales figures from 
il gather are hardly scientific.” It suggests} handled. In 1948, SRL reports, the | about 25 large book stores and 
» associ- an audit bureau to check sales. Times listed the Information book jobbers, a real tally, certi- Aa * DISPLAY CARDS ae 
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Protests Editorial View 
of Postal Rate Increase 

To the Editor: I am not one 
easily aroused to writing letters 
of protest, but your March 7 edi- 
torial, “What Can We Do About 
Postal Rates?” cannot go un- 
challenged, even if I am forced 
to pay up my subscription to Ap- 
VERTISING AGE, which is past due. 
I happen to be one of your oldest 
readers. 

The Post Office is very efficient. 
It is the ONLY government en- 
terprise that is. I am in a busi- 
ness that uses parcel post rather 
extensively, and the recent in- 
creases in these rates wiped out 
the last vestige of profit on ship- 
ments beyond the 4th zone 

However, I see no reason why 
our packages should be carried at 
a loss, or any other matter should 
be carried at a loss. Do publishers 
of magazines and newspapers have 
to have donations to stay in bus- 
iness? Should publishers make 
profits at the expense of others 
whose businesses are pressed to 
the breaking point? I think not. 

The case of the mails is not 
comparable to that of the Depart- 
ment of Agriculture. An electrical 
engineer receives constant and es- 
sential benefit from the Depart- 
ment of Agriculture as does every 
other citizen of the U.S. Likewise, 
the farmer receives untold benefit 


from the Department of Com- 


This department is a reader’s forum. Letters are welcome. 


merce. Publishers also receive 
these benefits just as they re- 
ceive benefits from state univer- 
sities. 

The Post Office renders a con- 
crete service of transportation just 
as does a cartage company, and 
the benefit of these services ac- 
crues to the user in proportion to 
how extensively he uses them. At 
present other users are being 
forced to DONATE out of their 
meager profits to sustain pub- 
lishers, and this is definitely un- 
fair and discriminatory. 

The old cry of “Freedom of the 
Press” does not enter into the 
picture at all. There will always 
be publishers and plenty of maga- 
zines and newspapers. = 

If ADVERTISING AGE cannot be 
profitably published and distrib- 
uted at $3 a year, then it should 
be $3.50 or $4, and so with all 
other publications. Advertising 
rates can be hiked. 

Retailers right now are taking 
a huge loss on inventory. Many of 
them are either bankrupt or 
headed in that direction. Should 
Procter & Gamble, Lever Bros. 
and General Foods buy advertis- 
ing in Life, Ladies’ Home Journal 
and the Post for less than it costs 
—or should the government (tax 
payers and small businesses) 
make up this loss? 

Should the government make 
up losses to retail grocers, hard- 
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ware stores and drygoods stores 
to keep them in business? 

I am sorry you wrote that edi- 
torial. It is not like ADVERTISING 
AcE to stray so far away from 
hard headed business judgment. 

MARION T. ROSE, 

Nu-Mode Products Corp., De- 

troit. 


Can’‘t Go Along with C. M. 
on His Chrysler Comment 


To the Editor: To this sympa- 
thetic disciple of your properly 
anonymous commentator, the Cre- 
ative Man, the remarks in his 
Feb. 28 column seem entirely un- 
tenable. Chrysler, last of the big 
motor makers to get out new 
models, announces them _ typo- 
graphically, with perhaps a shrewd 
notion that glamorized pictures 
won’t convey the basic idea of the 
new Chrysler line, comfort and 
safety, nearly as well as will plain, 
explicit English. 

All the other big car makers 
have stressed beauty, style, speed, 
power, “magic” this and _ that. 
Chrysler offers something differ- 
ent: Common sense. Sound en- 
gineering, Maximal visibility. 
Strength. Safety. Head room. Leg 
room. Tires you can get at. Body 
panels and fenders that cut the 
cost of repairs. Dependability. 
Good character. What’s the matter 
with these features? They’re what 
I look for in a car. I’d like to own 
a British MG midget, one of the 
handsomest sport cars made, but 
it just isn’t practical for family 
use, or for any use except sport. 
I’d like a sleek looking car, but 
not if it knocks my hat off and 
blocks my view. I want speed and 
pick-up, but not if it means high 
maintenance costs and constant 
breakdowns. And I want a car 
that’s not ashamed of its wheels, 
especially when I want to get at 
them. 

Creative Man says Chrysler 
“promises none of the innova- 
tions that have proved most pop- 
ular...testily opposes the most 
outstanding.” Let him name one! 
And he doesn’t seem to consider 
that a change of advertising pace 
from the usual chromatic dream 
illustrations of blissful owners in 


oe 


soaring cars might not be a re- 
freshing, arresting, and convincing 
device. I thought it was. I'l) look 
at the new Chrysler line care- 
fully, but their ads have gone a 
long way toward selling me... 
another Plymouth! 
EpMOND G. THOMAS, 
Gray & Rogers, Philadelphia. 


Inkwell for Healy 

To the Editor: Mr. John Craig 
Healy, advertising manager, Tup- 
per Corp., is in the process at this 
moment of receiving that inkwell 
he invites: 

He may be right about the 
“feminine touch” in advertising. 
My mother taught me never to 
argue with men! 

But...one of the greatest pieces 
of advertising in recent weeks was 
that done by a man and with THE 
FEMININE TOUCH. Or has Far- 
numsville, Mass., never heard of 
the fabulous Gorgeous George? Or 
is that all right with John H.? 

I noticed in his letter that Mr. 
H. has been twice-wed... would 
he like to set up a card-file on all 
bachelors and widowers in ad- 
vertising, complete with qualifi- 
cations? Then the female copy- 
writers might have a chance to 
move out of the orbit of writing 
to the orbit of wifeing! 

Aren’t men wonderful? 

RutH M. ROLAND, 
Copywriter-Sales, Beneficial 
Management Corp., Newark, 
N. J. 


‘Herald’ Revives Radio Log 
with Co-op Sponsor Plan 

To the Editor: Many newspaper 
publishers who have been pon- 
dering the problem of how to han- 
dle radio logs to derive income 
for their papers will be interested 
in the plan developed and put into 
effect by the Bellingham Herald. 

Just one year to the day after 
dropping logs from its columns, 
the Herald inserted them on a co- 
operative sponsorship basis which 
will produce $7,280 additional rev- 
enue for a year. 

The logs were dropped in the 
first place because of the feeling 
on the part of the paper that their 
publication was not primarily the 
responsibility of the newspaper, 
but rather the joint obligation of 
the stations involved, and perhaps 
the newspaper. Too, the Herald 
felt that radio had outgrown the 
novelty stage which attended the 
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birth and early existence, and had 
become in fact big business which 
was capable of its own promotion. 

No other business has enjoyed 
the free ride at the expense of 
newspapers over the years tha 
radio has had. Daily publication 
of program logs to build wu 
listener interest for a competin 
industry is the part that news 
papers have played, with little fi 
nancial encouragement on the pa: 
of the recipients of this generosity, 

March 1, 1949, the Bellingha 
Herald embarked upon a new pro- 
gram of sponsored radio logs. This 
cooperative venture included the 
newspaper, two local radio sta- 
tions, and a wide variety of auto 
dealers, retail merchants, and the 
power company. The plan is to 
publish logs of the stations, fol- 
lowing which each sponsor inserts 
a 2-column by 5-inch advertise- 
ment directly below. This space 
has been sold on contract for 4 
year’s period on the basis of 13- 
time, 26-time and 52-time partici- 
pation at double the national and 
local open rates of $1.40 per inch 

The logs are hung from the top 
of the page, which places the spon- 
sor’s advertisement in a preferred 
position justifying the increase in 
rate. 

Newspapers in the Pacific North- 
west are particularly interested in 
this new approach to an old prob- 
lem and have been keenly inter- 
ested in the progress of the plan 
as it developed, because of the 
possibility of finding a new source 
of revenue to offset increased la- 
bor and newsprint costs. 

DONALD F. ARTHUR, 
Advertising Director, The Bel- 
lingham Herald, Bellingham, 
Wash. 


Accuracy of Report 
Depends on Facilities 

To the Editor: Your report of a 
Market Research Council meeting, 
on Page 69 of the Feb. 21 issue of 
ADVERTISING AGE, creates a false 
impression. Mr. Watson’s com- 
ments were made in a debate and 
some of his contentions were re- 
futed in rebuttal. The impression 
that they were unchallenged is 
damaging. 

Actually data in the tenth report 
of the Magazine Audience Group 
were fully substantiated by the 
family survey. Indeed the applica- 
tion of family relations to the in- 
dividual audiences already pub- 
lished would have been impossible 
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She’s the Better Homes & Gardens 
reader, and with her husband she spends 
one of the highest incomes among all 

big magazines for everything that goes 
into better homes. Is your story 

there when she pores over BH&G 

for its 100% service to better living? 
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if the individual reading results 
had not been the same in both 
surveys. 

I think it is unfortunate that a 
portion of a debate which we 
greed not to publicize should be 
,uoted out of context. 

RAYMOND FRANZEN, 
New York. 


AA could undoubtedly have done 

better job of reporting this meet- 
ng if it had been permitted to at- 
end it. In lieu of that, and having 
ilready received a copy of Mr. 
Watson’s talk, AA tried to get 
quotes from all participants, but 
was unable to do so from all of 
them. Of course, nothing could be 
done about rebuttals, but AA 
nevertheless believed some of the 
statements were newsworthy 

aes 

No Bras; Donel Foundations 
Makes Girdles Only 

To the Editor: I have before 
me a clipping of your article which 
appeared in your Feb. 21 issue. I 
have no knowledge of your meth- 
od of collecting these items but 
it would seem that the only means 
you have to get this information, 
judging by what was published, is 
merely hearsay. 

It is obvious the person who 
wrote the article could not have 
seen the program, for there was 
no mention made of brassieres. We 
manufacture only girdles and that 
was the only thing that was dis- 
cussed on the program. Even the 
name of the company is incorrect 
as you will note. 

I think there should be some- 
thing done by your magazine to 
correct this misrepresentation of 
facts. Please let me know what you 
have to suggest. 

DONALD H. Kaupp, 

President, Donel Foundations, 

Inc., New York. 


A harried AA editor (male), 
strangely unfamiliar with feminine 
anatomy, put the word “bra” in 
the headline of the story, while 
the text clearly indicated that it 
was foundation garments (i.e., 
girdles) which were being adver- 
tised. The name of Mr. Kaupp’s 
company was given to our Wash- 
ington man by his Washington out- 
let and co-TV sponsor as Donel 
Foundation Garment Co. 


To paraphrase a certain well- 


known musical gentleman of 
blessed memory, an editor’s life 
is not a happy one. 

See 


Suggests Quiz of Agencies 
Which Have Lost Accounts 

To the Editor: We have read 
with a great deal of interest the 
first instalment of “Why Accounts 
Change Agencies.” We are won- 
dering if it would not have been 
highly useful to quiz the agencies, 


ind toss in the losing agency’s 
tory beside the choosing ac- 
ount’s? 


Agencies are called upon to be 
il things unto all men. Some, 
iowever, are intelligent enough to 
ssess their own weaknesses and 
trengths, and to build around 
hose strengths. For example, this 
Zency is, we think, exceptionally 
‘rong in showmanship and gen- 
eral creative ability. We have de- 
liberately shirked many of the 
hores of contact—the entertain- 
, the buttering-up to everyone 
m office boy to chairman—in 
‘ belief that results would keep 
‘ounts. Results have. We have 
ide some clients a lot of money. 
the other hand, we have 
t accounts. And nearly every 
e was a contact that re- 
ired the ultra-apple-sauce 
ationship. Nearly every one 
S an individual whose own 
) was the thing which had to 
fattened—not sales. And of 
irse that individual always 
w more about advertising than 
we. This covers an experience 

14 years. 
Chis may sound a little heretical 
i the agency business; certainly 
un-Carnegie. Yet it has worked. 


sine Net 


It has been profitable. 

But it has been deliberate. We | 
have deliberately “knocked our- 
selves out” to come up with the 
juiciest and hardest-hitting selling 
plans and copy we could. Able 
men have done all that planning 
and writing. And contact has been 
little but service-calling. Where | 
should we put our labor and our 
time? Into super-contact? Or into 
doing a super selling job? We can’t | 
do both. We deliberately choose | 
No. 2. | 

Accounts have many different | 
requirements. One requires enter- 
taining. Another requires enor- 
mous dealer-service work. An- 
other, work with salesmen—con- 
ventions, pep letters, etc. Another | 
requires technical knowledge of 
a complicated industry. Another | 
needs organization engineering. | 
Another, just sharp showmanship, | 
sharp creative writing—and results. | 
The mail order accounts, and many | 
of the consumer accounts fall into | 
this last group. But an intelligent | 
agency will sell its strengths; will 


|medium and small, 


deliberately court the account that 
his agency’s strengths fit. This 
agency has done that. We can’t 
handle all the business, so we get 
(and keep) the kind that needs 
just one thing—results. And don’t 
much care how we get them; 
don’t presume to sit in judgment 
on every last crossed-t or dotted-i. 
We have often made back-to-the- 
wall issues of such points as 
whether we will write friendly, 
humorous copy or the stuffed-shirt, 
chairman-of-the-board kind. 

It seems certain to me that there 
must be many agencies, large, 
which make 
this intelligent choice, and make 
it deliberately. It seems to me be- 
yond doubt that many of the ac- 
counts which switched, and re- 


|ported to you dissatisfaction with 


the agency’s product or service, 
did indeed have the wrong agency 
for them; the agency which, like 
this one, will if need be die for a 
principle—won’t sacrifice its in- 
tegrity just to rub the feathers of 
a fat ego. 

You might ask, “Why didn’t the 


|someone, and that someone might 


agency quit the account?” 

There are two reasons: (1) You 
realize the account is going to 
pooch off its advertising dollars to 


as well be you; (2) You just plain 
won’t quit; won’t admit you're 
licked; keep hoping in time he'll 
see the light. 

But just the same, in many, 
many cases, the choice was prob- 
ably deliberate, and though it 


didn’t look like it to the naked eye, 
it was made by the agency, not the | 
account. The agency was giving its | 
red blood to the account that was 
smart enough to like that long) 
green stuff being stuffed into his| 
pocket. And shut up and let the 
agency work. 

Mighty interesting material might 
come of a careful questionnaire 
to the agencies that were fired. 

ALBERT COUCHMAN, 

Couchman Advertising Agen- 

cy, Dallas. 

AA is now in process of aquery- 
ing a representative group of agen- 
cies—not necessarily those whose 


accounts are reported on in the 
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present series of articles—for their 
comments on the idiosyncrasies of 
advertisers, and their suggestions 
for improving the agent-client re- 
lationship. 


Put that ad to double use by 


having it reprinted in the form 


of an inexpensive mailing piece 


120 Worth Green St. + Chicago 7, Illinois ~ TAylor 3.3200 


Gentlemen: 


articles. 


PACKERS AND PROVISIONERS 


TELEPHONE YAros 7- 4000 
41%" ST. *"* SO. ASHLAND AVE 


CHICAGO 9,U.S.A. 


Jan. 3, 1949 


The Evening Bulletin 
Filbert and Juniper Streets 
Philadelphia 5, Pennsylvania 


I have watched, with a great deal of interest, the 
increasing number of articles about Food and other 
household subjects of interest to housewives appearing 
in the Philadelphia Bulletin. 


The Bulletin is setting a good example for all news- 
papers in developing this section into a Service 
Section which undoubtedly will attract more house-. 
wives to a more thorough reading, and naturally 
increased readership of the advertisements which 
appear on the same pages with these many interesting 


Yours sincerely 


Aminican | MEAT iway 


“The Philadelphia Bulletin is setting a good example... in developing the 


food section . . . will attract more housewives to a more thorough reading,’ 


, 


says Don Situ, Advertising and Sales Promotion Manager, Wilson & Company, Inc. 


Across the back fence .. . 
today with America’s homemakers . . . 


over the telephone . . 
especially with those who live in Philadelphia, city of homes. 


. across the dinner table . 


food is a top news topic 


Realizing food’s importance to Philadelphia’s homemakers. The Philadelphia Bulletin places 
great emphasis—both in quality and quantity—on food news and food features. 


Commenting upon The Philadelphia Bulletin’s coverage of food news is Don Smith, Advertising 
and Sales Promotion Manager, Wilson & Company, Inc., who says: 


“| have watched, with a great deal of interest, the increasing number of articles about food and 
other household subjects of interest to housewives appearing in The Philadelphia Bulletin. 


“The Bulletin is setting a good example .. . i) developing this section . . . 


which will attract more 


housewives to a more thorough reading, and ruturally increased readership of the advertisements 
which appear on the same pages with these many interesting articles.” 


Che Evening Bulletin 


In Philadelphia nearly everybody reads The Bulletin 


ADVERTISING Orrices: Philadelphia, Filbert and Juniper Streets * 


National Advertising Representatives: 


Sawyer-Ferguson-Walker Company 


New York, 285 Madison Avenue 
Detroit °* 


Chicago °*¢ Atlanta ° 


Los Angeles °* 


San Francisco 


Loi Ae a as Meas oy, POR oe Bane rete oan are he SE ie fg ae, Rn eee ey oe all Pie IS MM ta Ss NR ol me, heen ES aia : 
ee ae 7 ere fe ae 5 vi f mi et bees eae ics, Hit Be ae se c = - “ on . Je hee — cen ets a ays > os ie iis ER 7 e is ¥ : = . ao 4 : ie 4 eer , ae ee j Se be f a, 
ae Be ae ae : sade, ea ‘ ie Oe es pe cy Se ee rr ee ee ge hy ee 4S, 
y 1g, agile e a" ee Etc a —_— ge Se eee ce ee ee So: SCS  . eer 4 Slleed toast Sit Cate ae owe a ey 
‘ oe é ‘ « " * bas oe 2 . . » ¥ : ek 
a 
ae 
otion. oak 
re ee : 
se of : 
tha —_——_— sis 
‘ation Ri 
1 ur . Pa. we 
yetin ‘oe. 
lews a te 
le fi N in S$ ile: 
> pal on, eS 
osit, 7 Resa : 
ghar rw prices 7 
— rice. ™ 
. This a ae 
i the & oe 
sta- % Ba 
auto ae 
d the ' 
is to a 
, fol- vim 
‘ie 
nserts 
rtise- FOR SAMPLES AND PRICE LIST + 
space oe Write or Phone oS ‘ 
f 13. — Suwiee Haitius ine. 
yf 13- ; a 
artici- 
eeeee—“‘tisCSCSCSCSCéiésY 
aaa — <i 
7 |\WILSON & Co. —; 
| ¥ 
% F : - i 
| ® 5 = oe 
| i. oe, . c; = : 
| | 5 , . 4 ies x SS : 
: _ oe 
t = : ; 
\ ye a ny 
b i ‘ ie r So a ne oy 
. - alae a WILSON & CO., ° 
 — we 4 Adv (# Sfies Ppertn er Dept. 4 
i xj ee. ae re, o é Sei 4 ie 4 /_\ 'p’ 4 4 iil 
| een. eater ¥ ets ee : 
| a 
| She Uriioor Cabel zorotaxto table as 
ee 
| il me 
| ;: ee 
Pe | we 
ae) eal 
idol 
arene 
ed 
ee . 
os 
RT ‘ 
re 
a 
ee _ 
Sai) 
ee ES roe 
eg US a Mia oo Sn a Cia my Se RS in ok ee fe sg ates ae i Ad Se RR eS eI ERS Se ie al a war Reticle kN. ORE hd a aca Ba S. Eat Say Seaac shins i a Gel ae eee ee ey 


—eE———EEe 


‘Spend Client's Money 


as if It Were Your Own’ 


(Continued from Page 1) 

and ambitious. He built a fortune 
estimated at $40,000,000. He served 
as chairman of the board of one of 
the largest Philadelphia banks, 
helped to finance a number of 
leading businesses. In private life 
he bred horses and became the 
leading American importer of Jer- 
sey cattle. He frequently drove a 
four-in-hand the 150 miles from 
Philadelphia to Meridale Farms in 
New York state. But, he remained 
an essentially simple man, and 
continued as Sunday school super- 
intendent of Camden’s North Bap- 
tist church. 

Under his direction, N. W. Ayer 
& Son grew from a volume of 
$15,000 in its first year to about 
$13,000,000 at the time of his death 
on March 5, 1923. Since then, under 
Fry and Batten, it increased five 
fold, to about $67,000,000 in 1948. 


@ To those who believe the ad- 
vertising agency business is a fly- 
by-night affair, one might point 
out that six agencies today (AA, 
Feb. 21) each bill more than $50,- 
000,000 a year, for a total of about 
$436,000,000 and an average of 
$73,000,000. In this group Ayer 
currently ranks below J. Walter 
Thompson Co., Young & Rubicam, 
and Batten, Barton, Durstine & 
Osborn, and ahead of McCann- 
Erickson and Foote, Cone & Beld- 
ing. 

Youngest of these six is Y&R, 
formed (by former Ayerites) 26 
years ago. But if one takes the 
starting date (1891) of the Bat- 
ten part of BBDO, of the Erickson 
part (1901) of M-E, and of the 
predecessor of JWT (Carlton & 
Smith, 1864), and recognizes the 
six-year-old FC&B as the rightful 
heir of Lord & Thomas (1874), 
their average age becomes 62. 

The six in fact average twice the 
age of the American Association of 
Advertising Agencies, founded in 
1917. 


w One reason for the delayed birth 
of this association was Wayland 
Ayer’s refusal to assist in it. Ayer- 
ites may no longer believe that the 
two guiding principles of the Four 
A’s are the 15% commission and 
the 2% cash discount, but they 
still prefer to remain outside the 
association. Whether their stand- 
ards are higher is of course de- 
batable. But in some important re- 
spects they are different and, taken 
together, they may be regarded as 
uniquely Ayer. 

The convictions are expressed 
in a 157-page “policy book” (now 
being revised and cut to about 75 
pages), which many Ayerites 
know almost by heart. Some of 
them are: 

1. Organization service, as op- 
posed to “star” or group service. A 
client hires, and gets, all of the 
agency’s brains, experience and 
facilities. And the service to any 
client is not dominated by the 
special interests of any one indi- 
vidual. 

2. Development of manpower 
from within. Ayer hires no one to 
work on a given account. Recruits 
are always taken in to be added 
to the organization. Preference is 
given to young people in the hope 
that they will prove out, stay, and 
grow at Ayer. Some, of course, fail. 
Some take what they believe to 
be better or more exciting jobs 
elsewhere. And some (such as 
Raymond Rubicam and John Orr 
Young, James M. Mathes and Wil- 
liam B. Okie, and Paul L. Lewis 
and Wesley A. Gilman) have 
founded substantial agencies of 
their own. 


e@ When these leave—even when 
they take accounts with them— 


Ayer sheds few tears. In 80 years 
this agency has acquired and lost 
a lot of accounts and people. But 
Ayer has always managed to hold 
those who could build the firm 
bigger and stronger than ever. As 
Batten says, “We are always look- 
ing for the next one, two, or three 
waves of top mangement—among 
our people.” 

3. Youth can be served because 
(like many other agencies) Ayer 
permits no dead hand in the busi- 
ness. A corporation since 1929 
(previously a partnership), Ayer’s 
shares are owned by people who 
work in the business. No one can 
inherit an interest. The right to 
own stock must be earned by per- 
formance. 

Formerly the company had 203 
shareholders. But Ayer no longer 
believes in widespread employe 
ownership of stock. Instead it aims 
at more substantial holdings by 
the more limited number of peo- 
ple who are important to the fu- 
ture of the business. Today there 
are 40 shareholders. Largest of 
these are President Batten and 
Executive Vice-Presidents Clar- 
ence L. Jordan and Gerold M. 
Lauck. But none owns as much as 
25%. 


a 4. Financially, Ayer is conserv- 
ative. It operates with its own 
money and is “ready for any fi- 
nancial demands which the adver- 
tising needs of its clients may im- 
pose on it.” 

Among all advertising agencies 
Ayer is probably the most solvent. 
Or the “richest.” At the end of last 
June its net worth was $6,459,000. 
Its ratio of current assets to cur- 
rent liabilities is four to one. To 
meet payments promptly it keeps 
from $3,000,000 to $4,000,000 in 
cash in banks throughout the 


AYERITES—Emphasizing the organization, the men who run N. W. Ayer & Son do 

not seek self-publicity. The three top executives and principal stockholders, however, 

are (right to left): Harry A. Batten, president, and Clarence L. Jordan and 
Gerold M. Lauck, executive vice-presidents. 


country. 

Ayer executives believe that 
these piles of dollars help to keep 
their judgment and principles free 
from the “black specter of fear 
which has dominated some agen- 
cies.”” Although 167 Ayerites were 
employed full or part time on the 
$4,600,000 Army account, none was 
fired when this account moved last 
fall to Gardner Advertising Co. 


a 5. Ayer is not just an advertis- 
ing agency, but a broad business 
counselor. On its letterhead and in 
its own advertising it does not use 
the words advertising agency. It 
counsels clients on varied busi- 
ness problems, on marketing strat- 
egy, products, sales, promotion, 
public and labor relations, and 
others. 

6. Ayer people are primarily 
specialists. Each major field— 
plans-merchandising, printed me- 
dia, copy, art, radio, television, 
outdoor, publicity-public rela- 
tions, etc.—is organized into a de- 
partment and _ sub-departments. 
Each department head has final 
responsibility for technical per- 
formance in his department. He 
answers only to top management. 


a 7. Ayer emphasizes centralized 
national experience. Production is 
concentrated in Philadelphia for 
printed media and outdoor and in 
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‘The Wedge,”’ 
9 
Or’ V."' is a favorite play of Foot-ball Teams to force an opening through the opposing line, 
awnd wive the runner a chance to reach the goal 

Nothing in Poot-ball has been better demonstrated than the value of good team work over good individual 
pla Victory follows well-considered and combined effort 

tr eal tf Newspaper Advert Increasing competition in this line makes well-detined plans 
and well-organized efforts more and more essential. A combination of obstacles may cause 
advertising to fail, when a combination of advantages would have ensured its success. 

Inexperienced observers of a Foot-ball game fail to appreciate how essential are careful plans, pertect co-op- 
era and good management to success on the gridiron field. So likewise a business man seeing 
wily the result, often mistakenly regards success in Newspaper Advertising as if it was a matter 
ot luck rather than skill. 

Twenty-three vears of practice in Newspaper Advertising have given us—experience which teaches what to 
do and to avoid; good credit with, and good prices from newspapers; ability to prepare 
advertisements effectively and economically ; knowledge by which to select mediums ; an organ- 
ization which ensures stipulated service; abundant capital; ample facilities; and honest convictions. 

The ** wedge’ which these form, follows the line of the least resistance and gives the best possible support. 
to the advertisement which carries the idea to the reader's mind—the geal. 

We invite correspondence trom intending advertisers. 


N. W. AYER & SON, 
Newspaper Advertising Agents, 
PHILADELPHIA. 


‘EVERLASTINGLY AT IT’—Ayer has advertised to attract clients since 1870, and has 
used the slogan, “Keeping Everiastingly at Ii Brings Success,” since 1886. The 
above ad on “The Wedge,” which appeared in Century and Harper's in January, 


1893, pointed out that teamplay is as important in advertising as it is in football. 


New York for radio, television and 
public relations. The spreading of 
such facilities by other agencies 
through branch offices Ayer calls 
“a corporate association of small 
agencies, each limited in its ex- 
perience to that fraction of the 
business which it serves.” Ayer 
campaigns are planned and space 
bought in Philadelphia. Even ac- 
count solicitation, under Executive 
Vice-President John Hansel, is di- 
rected from here. 

Branch offices in Boston, De- 
troit, Chicago, San Francisco and 
Honolulu operate primarily for 
service purposes. Production facil- 
ities in some of them are only for 
emergency work. 


a 8. Ayer puts a capital P in 
Planning. It believes that adver- 
tising should be highly individual 
to each advertiser, that each is 
“different,” and that productive 
advertising must be closely tailor- 
ed to his special problems. Be- 
cause of the need for all this Ayer 
believes it cannot make a worth 
while speculative presentation. 

When an advertiser becomes a 
client he feels somewhat as if he 
had married the Mayo Clinic. Ad- 
vertising is undertaken only after 
thorough study of the client’s in- 
dustry and business and his com- 
petitors’ businesses, in relation to 
over-all economic trends. 


a 9. Ayer (which made the first 
market survey as a basis for ad- 
vertising in 1879) considers re- 
search not as a cure-all but simply 
as a tool. The entire Plans-Mer- 
chandising Department is essenti- 
ally an economic and marketing 
research division. Ayer also has re- 
search units on printed copy, 
printed media, radio. It employs 
research, among other ways, to 
maintain the technical ability of 
its own people. But it does not try 
to duplicate the specialized work 
of such organizations as Nielsen, 
Hooper, Starch, Opinion Research, 
and Industrial Surveys. 

Ayerites have much to say 
against “slipshod, amateur and cor- 
ner-cutting research,” and es- 
pecially against “distorted re- 
search.” 


a 10. The over-all “quality con- 
trol” device is a Creative Produc- 
tion Board. Composed of heads of 
all operating service departments, 
this board meets in Philadelphia 
each Tuesday to review on regu- 
lar schedule service and progress 
on one or two accounts. In effect 
it also reviews the performance 
of each department in relation to 
any given account. 

Because of specialization, avoid- 
ance of “star” and group organi- 
zation, and degree of responsibil- 
ity and authority delegated to the 
technical departments, Ayer re- 
gards itself as an “advertising 
man’s advertising agency.” It is 
proud of technical competence, and 
pioneering. In such skills as copy, 
art, typography, Ayer may Have 
won more professional citations 
than any other agency. In the an- 
nual competitions of the Art Di- 
rectors Club of New York, from 
1921 through 1947, for example, 
this agency won a total of 93 
awards, as against 59 for JWT, 39 


for Y&R, and 29 for BBDO. 


Advertising Age, March 28, 1949 


Ayer has done a lot of pioneer- 
ing. In 1875 it introduced a print- 
ing shop (which it still operate: 
in the headquarters building) tc 
show advertisers and publishers 
how an ad was supposed to look 
In 1892 Ayer engaged the first 
full-time copywriter and in 1898 
the first full-time artist. In 1919 
it formed the first agency public 
relations department. 

Originally in religious pape) ; 
and then in newspapers, the fir 
widened its scope to include mag 
azines in 1896 and outdoor in 189: 
On WEAF (now WNBC), Ne\ 
York, on Dec. 4, 1923, Ayer origin 
ated for National Carbon th 
“Eveready Hour,” the first spon- 
sored radio series. And on Feb 
22, 1924—ttwo years before NBC 
was formed—this program was 
broadcast over an Ayer-picked 
“network.” The agency first han- 
dled Atlantic Refining’s telecasts 
of football games, on WPTZ, Phil- 
adelphia, in the fall of 1940. In 
January, 1949—on invitation of a!! 
four television networks—N. W 
Ayer & Son presented the 90-min- 
ute program which formally linked 
stations of the East and Middle 
West through the Bell System’s 
coaxial cable. 


@ Like other early agencies, Ayer 
began as a space representative or 
broker for publications. But by 
1875, forced to choose between 
representing media and advertis- 
ers, it decided not only to repre- 
sent but to be paid by advertisers. 

At that time Wayland Ayer 
drew up an “open contract plus 
commission” plan, which was 
credited with making possible for 
advertisers made-to-measure ad- 
vertising. Instead of forcing ad- 
vertisers to spend as much as pos- 
sible, because of the commissions- 
from-media involved, Ayer set 
out to get space at the lowest net 
cost to them. 

Today, Ayer differs from most 
agencies in insisting on a minimum 
one-year contract with clients. It 
differs from nearly all of them 
(who receive their pay usually 
in a commission from the media) 
in stipulating in the client con- 
tract a commission which is paid 
by the advertiser. 


a For instance, on purchase of 
$10,000 of space or time, most 
agencies charge advertisers card 
rates of $10,000 and retain the 
$1,500 commission allowed by the 
media. Ayer, however, charges the 
net cost, or $8,500, and then adds 
its commission. The difference is 
not one of money but of principle; 
the commission is paid by the ad- 
vertiser, for whom the agency 
works. 

N. W. Ayer & Son’s $67,000,000 
volume is divided among about 
100 accounts (not including schools 
and camps). The accounts thus 
average about $670,000 each. Not 
all of the agency’s lists are an- 
nounced, however. Off the record, 
and on a fee basis, Ayer is now 
doing special jobs for some of the 
largest organizations and some of 
the largest advertisers in the 
country. 


ws On the agency’s prospect list 
today are only 70 names. Som* 
are existing advertisers who d) 
not compete with present Ayrr 
accounts. Some have never adve' - 
tised substantially. Some are e - 
tire industries. Not only has A) T 
started a great many organi? :- 
tions and groups in advertising, | ‘t 
it has literally created advertise s 
An example of this is the jot 
campaign of electric utility co: :- 
panies. Their sole common deno? :- 
inator is Ayer’s Vice-Preside 1 
Edward R. Dunning. 

The agency, of course, does nt 
reveal its prospect list, but sore 
of them may be guessed: A radi»>- 
television manufacturer, for e*- 
ample, and a major soap manufa *- 
turer. Also it could use more fovd 
and drug accounts. 

A number of times Ayer hs 
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MANAGEMENT’S VIEW—In addition to 
an 80-year-old “campaign” for clients, 
Ayer for four years has run a campaign 
in magazines to interpret management's 
problems to the public. This is the text 
of an ad on costs and prices, which will 
run in The Saturday Evening Post of 
April 16. 


lost accounts which would have 
staggered or wrecked a weaker 
business. Of total billing of $38,- 
068,616 in 1930, three advertisers 
—Ford Motor, Kellogg cereals and 
Reynolds Tobacco—accounted for 
more than half. Within a few years 
Ayer lost all three. (And in 1933 
Mathes and Okie pulled out, tak- 
ing with them National Carbon. 
They also acquired Canada Dry, 
which Ayer had resigned.) 

Today, Ayer has replaced Ford 
with Plymouth, has regained part 
of Kellogg and has its foot in the 
door of American Tobacco (also 
a former Ayer account) with a 
$1,000,000-a-year Lucky Strike 
budget. Its two largest accounts 
—Plymouth and Chrysler insti- 
tutional, and the Bell System with 


than 10% each, of the total Ayer 
would prefer to have no account 
represent more than 5%. 

(It is the only one of the Big 
Six agencies which accepts no 
alcoholic beverages. JWT and 
BBDO promote beer and wine, 
and Y&R and FC&B hard liquor 
as well.) 


ws Ayer seeks also to have better 
geographic distribution of ac- 
counts. It does all right in the 
East and Middle West but, in 
proportion to total volume, is rela- 
tively weaker on the Pacific Coast 
than, say, FC&B and BBDO. 

Two decades ago, largely to 
serve Ford, Ayer went abroad, 
pening offices in London, Buenos 
Aires, Rio de Janeiro, Sao Paulo 
and two in Canada. But in recent 
vears, while others were expand- 
ng abroad, Ayer contracted. In 
i948 it closed the last foreign of- 
lice. It could not do a centralized 
“Ayer” job abroad. 

Four or five decades ago, before 
ue growth of multiplex adver- 
“users such as General Foods, 
Standard Brands, and the major 

ap companies, Ayer handled no 
vlit accounts. But this policy 

‘Ss since been changed. Today 
.yer handles parts of such ac- 

unts as Cannon Mills. Kellogg, 

d American Tobacco. 


« If there’s one subject on which 
Ayer executive can talk most 
Garnestly and specifically it is 
e agency’s concern with the cli- 
«"’s business. Ayer does not take 
tly its marriage to an adver- 
r. Down through 80 years they 
| hear Wayland Ayer’s words: 
Spend the advertiser’s money 

if it were your own.” 
lowever the client may pri- 
ely regard his half of the 
rriage vow, Ayer seems to take 
all seriously—including “for 
ier and poorer, in sickness and 
health, until death do us part.” 
0 long as the advertiser re- 


rative and intelligent (and per- 
‘'S not too poor) Ayer will 
<e the best of things. The agen- 
does not drop a small account 


comes available. 
A few years ago Ayer refused 
a multi-million-dollar radio-tele- 


vision account because it was com- | 


mitted to Farnsworth, then spend-| by 


In .its first three decades the 
agency handled its share of patent 
medicines, including consumption 
cures, and alcoholic beverages. But 
1901 Wayland Ayer had cut 


ing less than $300,000. Later Ayer | down the “cures” from about 25% 


found it necessary to resign Farns-|to less than 4% 


worth because they believed 
new policies would end up in 
disaster. Today, Farnsworth is in 
process of being absorbed by In- 
ternational Telephone & Tele- 
graph. 


a N. W. Ayer & Son has adver- 
tised to attract clients since 1870, 
and has stressed the slogan, “Keep- 
ing Everlastingly at It Brings 
Success,” since 1886. The slogan’s 
purpose was to convince adver- 
tisers that advertising pays them 
only when they keep on advertis- 
ing. Also, for the last four years, 
Ayer has run a campaign of its 
own in magazines, interpreting the 
problems of management to the 
public. 

Some of Ayer’s convictions 
evolved gradually—and some of 
them partly from outside pressure. 


| 


of total billing, 


its| and had dropped liquor entirely. 


He seems to have been in- 
fluenced by the action of his 
friend Cyrus H. K. Curtis in bar- 
ring alcoholic beverages from the 
Ladies’ Home Journal (which Ayer 
started to promote in 1888) and 
The Saturday Evening Post. Also, 
the Home Journal and Collier’s 
were then running effective edi- 
torial campaigns against patent 
medicines. 


s But the dominant place of pills 
and alcohol in the national ad- 
vertising total was waning Al- 
ready Ayer was advertising Proc- 
ter & Gamble soaps. With the 
turn of the century it added the 
newly-formed National Biscuit Co., 
Standard Oil and American To- 
bacco (before these two “trusts” 
were dissolved), Heinz foods, 


Cluett Peabody, International Sil- 
ver, and an automobile called the 
Cadillac, which offered speeds up 
to 30 mph and seats facing for- 
ward. About that time Aver ac- 
quired International Correspond- 
ence Schools and Steinway Piano, 
which are still in its fold. Amer- 
ican Telephone signed with Ayer 
in 1908. 

In 1899 the firm made a profit 
of $58,232 on a record volume of 
$2,030,000. 

In 1903 it opened its first branch 
office, in New York. 


a But Wayland Ayer and his 
principal partner, Henry Nelson 
McKinney, were no longer young. 
Two employes, Jarvis A. Wood 
and Albert G. Bradford, were 
made partners. Wilfred W. Fry, 
who had married Ayer’s oldest 
daughter Anna, was brought into 
the firm and later made a part- 
ner. 

With World War I advertising 
and Ayer boomed. The firm’s bill- 
ing doubled from $6,258,000 in 
1918 to $13,734,000 in 1919. Net 
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profit for the first time passed 
$500,000. 

Costs, however, soared even 
more. On Jan. 1, 1919, Ayer 
raised commissions to clients 
a 


WHY WONDER AND WORRY? 
BURRELLE'S PRESS CLIPPINGS 


GIVE YOU THE FACTS! 


ALL the clippings about you, 
your compony, your business, 
your competitors . . . from ALL 
newspapers and magazines in 
the nation. News items, advertise- 
ments, photos, editorials, signed 
columns ... on any subject. 
National or local service, fast 
ond accurate. Write today for 


full information. 


165 CHURCH ST. 
NEW YORK, WY, 


CIRCULATION 


Roto, einie, fete Sisiiidian 378,299 
as A.5.C. Publisher's Statement * Sept. 30,1948 


markets 


ae 


DENVER POST 


This summer, two million out-of-state vacationists will buy 
$154,000,000 worth of goods and services in Colorado. 

All of that $154,000,000 will be extra summer business...over 
and above the regular market. That’s why summer sales soar in Colo- 
rado...and that’s why advertisers who want the maximum sales results 
from their advertising dollars will find it good business to increase theirs, 
summer advertising in the most widely read selling medium in the 
Rocky Mountain Empire... THE DENVER POST. 


Voice of the Rocky Mountain Empire 


PALMER HOYT EDITOR and OwOhes0e e 


ae 
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OLONEY, REGAN & SCHMITT, Inc. 
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(Soon afterward the newly-formed 


from 15% to 16%% of the net. | 


faster than dollar volume. Ayer 
was considered in some quarters 


Four A’s was able to get from/as “old-fashioned” because it re- 


most publishers a boost from 13% |fused to go in for extravagant 


to 15% on the gross.) 

e After a brief recession in the 
early '20s advertising reached new 
record levels. Magazines, news- 
papers, outdoor and other media 
expanded and radio started to be- 
come a factor. 

But with the depression of the 
early ‘30s came the “advertising 
of desperation,” in which the ethics 
of many campaigns fell even 


claims, suggestive and fear ap- 
peals, and paid testimonials. 

By 1929, when the firm became 
a corporation, the founder was 
six years dead and Fry’s hands 
were at the helm. Fry’s death, in 
1936, found the firm battered by 
depression and loss of some major 
accounts, and two groups fighting 
to succeed him in control. 


ws Vice-President George H. 


Space buyers know that it pays dividends to follow the 


“LOCAL grocery 


lineage? ... 
+e Oh, Yes... 


over V9Z0 


goes into the 
SAN DIEGO 
UNION and 
TRIBUNE-SUN”’ 


local choice and the local trend! In big, busy San Diego, it is 
more than ever the Union and Tribune-Sun. Just ove “buy” 
gives you dominance and concentration of advertising dol- 
lars. Avoid the weakening effect of splitting your appropri- 
ation. Get more for your money in the Union and Tribune. 
Sun,,.exclusively,..the way most local grocery advertisers do. 


25 out of 33 
local grocery adver- 
tisers use the UNION 
and TRIBUNE-SUN 


exclusively. 


*Media Records figures for the last 
Quarter of 1948 show the Union 
and Tribune-Sun carrying 536,256 
lines, or 79.76% of the total gro- 
cery lineage for all daily papers. 
A gain of 32% over last year. 


Ask the West-Holliday Man! 
News with Partiality 


UNION 


and TR 


s 


Union Tribune Publishing Co., San Diego 12, California 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Chicago + Denver + Seattle + 


Portland «+ San Francisco + Los Angeles 


TRY THIS ON YOUR PHONE 


... Write or Phone for 


one of our Representatives 
—Let us show you samples of work 
we ore doing for successful institutions 


FAITHORN CORPORATION 


a, 


...You will find 
it a satisfying 


number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters « Engravers ¢ Printers 


400 N. Rush St., Chicago 11 * WHitehall 4-2300 


. as sn ag Mayor 
eet ate so Medi die 


HOME OF AYER—This 13-story building 

on West Washington Square, Philadel- 

phia, has housed N. W. Ayer & Son for 
two of its eight decades. 


Thornley held 71,536 shares of 
Ayer’s stock. Gerold Lauck, Clar- 
ence Jordan and Harry Batten be- 
tween them held about 100,000. 
After months during which Batten 
directed the business as chairman 
of a management committee, the 
three defeated Thornley. Batten 
was elected president, effective 
Jan. 1, 1937, and Jordan and Lauck 
executive vice-presidents. 

During his long career with) 
Ayer, Harry Batten has served in 
almost every department—most 
recently as copy chief. Jordan 


joined in 1915 and succeeded Wil- | 
liam M. Armistead in client service 
work. Lauck has been with the | 
firm since 1919. When Mathes and | 
Okie left in 1933, he became head 
of the New York office. In addi- | 
tion to general executive work, he | 


also supervises client relations | 
through the branch offices in New | 
York, Boston and Chicago. Vice- | 
President Warner S. Shelly func- | 
tions as head of client relations in | 
Philadelphia, Detroit and San | 
Francisco. 

Jordan directed the Army ac- | 
count at Ayer. He still works with 
the Army on other jobs. 


ws Ayer’s operating department | 
heads are A. Carl Bertch, for | 
plans-merchandising; Leslie Far- 
|nath, media; Kenneth W. Slifer, 
|copy; Charles T. Coiner, art; Har- 
old L. McClinton, radio-television, 
land Marvin Murphy, publicity-| 
public relations (both in New 
York); L. A. Sheneman, business- 
|production, and Fred Charlton, 
outdoor. 

Branch managers are Vice-Pres- 


idents T. H. Gilliam Jr., Phil-| 
adelphia; John D. Upton, New 
York; E. C. Greiner, Boston; 


Sterling E. Peacock, Chicago; T. | 
J. Henry, Detroit, and Car! Zach- | 
risson, San Francisco. The Hono- | 
lulu office is supervised from San | 
Francisco. 


ws Because the agency pays more 
than usual attention to planning, 
and because the Creative Produc- 
tion Board may be unique, these 
units invite more description. 

Ayer does not hurry new clients. 
Six months may elapse between 
the time Plans-Merchandising goes 
to work and the first advertising 
is ready to go. On the other hand, | 
when conditions dictate speed it | 
can move fast. When Ayer ac-| 
quired Boeing Aircraft during the 
war, executives and technical per-_ 
sonnel flew to Seattle, spent a/| 
| week interviewing every major ex- 
ecutive in the business. Five days | 
later, plans and initial copy were 
completed and approved. 

Some of Plans-Merchandising’s 
knowledge comes from close con- 
‘tact with governmental bureaus 
‘and from industrial associations, 
| research and other services, busi- 
|ness papers and newspapers. 
(Ayer’s general file contains 
1,000,000 clippings.) In the de- 
partment are men who have been 
executives in such fields as drugs 
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and building products, automobiles 
and department stores. Others have 
been lawyers, educators, govern- 
ment officials. When needed, spec- 
ial surveys usually are made by 
outside research services. The de- 
partment also draws on research 
and other facilities of other depart- 
ments. 


ea James M. Wallace was moved 
from the head of Plans-Merchan- 
dising to chairmanship of the 
Creative Production Board. Just 
as the plan is tailored to the needs 
of the client, this board tries to see 
that the execution not only jibes 
with the plan but is up to the 
agency’s own standards. In one 
form or another the board is two 
decades old. 

Accounts on its weekly schedule 
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are listed months in advance. Eac 
Ayer account gets a going Ovir 
once or twice a year, according « 
its complexities. In addition to 4 
operating department heads, wn 
are regular members, branch «- 
fice people come in for meetings on 
their accounts. 

The board takes no action on 
alleged shortcomings of a depért- 
ment, because this would infri: ge 
on its manager’s authority. Qu. -s- 
tions are resolved by agreement »r, 
lacking agreement, by decision o! 
the department head concerned 

The Creative Production Bo: rj 
does not meet to act on acco 
“crises.” 


ws A report on each meeting is « 
President Batten’s desk the nex 
‘day. Incidentally, the door oj 
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Zatten’s 12th floor corner office ,it has told publishers, for instance, 
In addition to|that they should limit their “adver- 
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tuiding policies, he finds time to 
‘ear the problems and progress of 
1 lot of Ayerites. After 38 years 
if varied experience he usually 
has more than a bird’s-eye view 
if them. 

When the advertising objectives 
and strategy have been set for an 
advertiser, Ken Slifer may turn 
loose five to 50 copywriters on it. 
They may come up with 50 ideas, 
which are sifted down to one or 
two. 

Usually each writer works on 
two to six accounts. Sometimes 
he is chosen for them because of 
specific knowledge or experience. 
But the main reason is to maintain 
freshness and resourcefulness 
through variety. And each of the 
five associate copy directors super- 
vises about 20 varied accounts. 


e About one-third of new writers 
have been in other Ayer depart- 
ments, one-third come from other 
agencies, and the rest were news- 
paper or magazine writers. 

There’s said to be little “temper- 
ament” at Ayer, even among crea- 
tive people. Charles T. Coiner is 
known, for example, as a “business 
man” among art directors. This de- 
partment of 33 staff members is 
divided into creative and art buy- 
ing sections. 

Art is geared to the facts of 
commercial life. When a survey 
showed that women buy iowels 
chiefly for color, texture, and de- 
sign, precision in the reproduction 
of all three became a major goal 
in the art staff. 

For eight months a reproduction 
board has met weekly in Coiner’s 
office to check reproduction of 
Ayer ads in all major magazines 
(such as Life and Time) which 
are printed in different plants 
across the country. The ads are 
first “proved” in Ayer’s printing 
shop. 


s Most of the art staff come direct 
from art schools. Ayer will gamble 
on promising novices for six 
months or a year. Those who make 
the grade usually stay. Coiner re- 
cently observed his 25th anniver- 
sary with Ayer. A half dozen art 
department members have been 
there 15 years or more. 

Another group of artists in New 
York works on television commer- 
cials, under Harold McClinton. The 
radio-television staff of 60 also 
includes 10 writers. Ayer claims 
to have been the first agency (in 
1940) to enter television, and the 
first (1943) to hire a full-time 
'V specialist. It has TV network 

ows running now for Lucky 
Strike cigaret and Kellogg, and TV 
nots for Atlantic Refining and 
“nited Air Lines. Ayer is said to 

ve pioneered a monitor for foot- 

il announcers on TV, as well 

the “live time” device now being 

ed generally for TV time signals. 
“Vow, it may have the only tele- 
sion department that is operat- 

g in the black. 


A pioneer in sports broadcasts, 
yer now arranges annually, for 
lantic Refining, broadcasts for 
000 different games and other 
sports events. Because Atlantic’s 
stribution pattern is so 


|-directions around New York 
, for example, but not in it), 
‘cial hookups must be provided. 
‘he agency’s four present radio 
work programs are the “Tele- 
Pp! one Hour,” Monday night, and 
‘altest Variety Theater,” Thurs- 


_ 970 Kt 
ENTAT 


y night, both on NBC, the Elec- 

' : Companies’ dramas presenting 

H. len Hayes on CBS Sunday night, 

a! d Dorothy Dix, five days a week 
0: ABC. 


To media relations Ayer has) 
°. \pted its founder’s precept about | 
‘S' ving” the other fellow’s money. | 


1 tries not to force media owners 


fs ‘ilities for good advertising. And 


’ | 


mixed | 
sells petroleum products in sev- | 


provide services other than the | 


tiser aids” primarily to getting and 
publicizing the data they need to 
sell their markets. Other services 
should be charged on a cost basis. 

On the other hand, Ayer opposes 
vigorously newspaper “rate dis- 
crimination” favoring local above 
national advertisers. 


es After 80 years Wayland Ayer’s 
agency is still independent of other 
advertising agencies. But under the 
present Batten-Jordan-Lauck lead- 
ership, it is no longer isolationist. 

In its first 10 or 15 years the 
firm dealt regularly with competi- 
tors. In 1888 Wayland Ayer agreed 
to sit down with George P. Rowell, 
Charles Austin Bates, Lord & 
Thomas and others to form an 
American Newspaper Advertising 
Agents Association. But when he 
learned that some proposed mem- 
bers would cut commissions from 
an “established level” if they had 
to, or boost them above it if they 
could, he refused to join. 

When John Lee Mahin ap- 


proached him in 1901 with a plan 
for another association, Ralph 
Hower reported, Ayer refused be- 
cause the “chief objective seems 
to have been to defend from at- 
tack the differential allowed by 
publishers.” 


m Wayland Ayer does not appear 
to have been consistent in this. 
He left the first group because 
they would not hang together, and 
the second because they would. 
At any rate, both groups died. 

When the present Four A’s was 
born in 1917, said Hower, it cam- 
paigned for a larger agency dis- 
count, and “by 1920 had achieved 
considerable success in this effort. 
Not until 1924 did the association 
get around to...‘Standards of 
Practice.’ ” 

But after 25 years, even N. W. 
Ayer & Son might admit that the 
work of the Four A’s has moved 
to a higher and broader plane, and 
that there are good agencies in the 
Four A’s as well as out of it. 

Gradually Ayer has come to 
know other agencies better. It 


associates with them in mutual 
causes. Ayer has long been a mem- 
ber of Audit Bureau of Circula- 
tions and the agencies-owned Na- 
tional Outdoor Advertising Bureau. 
Under NRA it worked with others 
on codes. And today, with hun- 
dreds of others, it aids the Adver- 
tising Council—sending its “dues” 


to the American Association of|/ 


Advertising Agencies. 
Peace through unity may yet 


ite 


come to the nation’s advertising 
agency business. 


OUR BUSINESS IS THE HANDLING OF 
PREMIUM and CONTEST 

Responses =; 
FREE 16 PAGE BOOKLET 
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able lists. « Qi 
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The Good Housekeeping Seal 


“oe OR AREFUND a 


Guaranteed by ® 
Good Housekeeping 


Fy > 
OF AS apvenisty THES 


added 10% to our Expected Sales Increase 


| 
J 


says “Mister Joe’ Boner, President 
Kings Super Markets, New Jersey 


Ples is ‘‘Mister Joe’s” story: 


18 Kings Markets were planning their usual holiday food 
promotion last November. They had figured their antici- 


pated sales increase. 


Then they decided to add the Good Housekeeping 
Guaranty Seal to display material on all Seal-endorsed prod- 
ucts—use it in newspaper ads, shelf strips, store posters. 

And here’s what happened... Kings achieved not 
only the big seasonal gains they had anticipated, 


but an extra 10% sales increase on top of that! 


“It was positive proof to us of the terrific sales impact 
of Good Housekeeping Magazine and the Good House- 


keeping Guaranty S 


“With results like that, can you blame us for looking for- 
ward to a similar profitable tie-up in the very near future?” 
Case after case—in grocery, drug, appliance, and de- 
proves that the addition of the Good 


partment stores 


Housekeeping Seal to regular display material will result 


eal.”’ writes Mr. Bildner. 


in a substantial increase in sales. 


No other magazine offers its advertisers such a tried 
and trusted selling advantage—a proved method of mak- 


ing ads pay off at the point of sale. 


Good 
<< 


MT OR 4 REFUND o> 


© Guaranteed by > 


AS ADveRtist0 wre 


Housckeooping 


FOOD TOUS 


The Homemakers’ Bureau of Standards 


More than 25 million women are influenced in their buying 
habits by this Seal. (See our Crossley, Inc., Survey) 


They know we give this Seal to no one. 


The product that has it earns it. 


EPING sc goods 


* 959 8th Avenue, New York 19, N. 


Y. 
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We TELEGRAM GAZETTE 


WORCESTER, MASSACHUSETTS. 
GeorGe F BooTn PubGsher 


‘MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS of RADIO STATION WTAG 


NO MAGIC/ 


It's not magic that 
keeps WSGN's av- 
dience growing 


just careful pro- 
gramming and reg- 
ular promotion. And 


your sales can jump like 
the rabbit out of the hat 
as WSGN puts your 
message across to 
the Alabama mar- 
ket. It's Alabama's 
leading station. 


THE NEWS-AGE-HERALD STATIONS 
Birmingham 2, Alabama Headley Reed National Reps. 


Indiana Student 
Tops 101 Winners 
in ICS Contest 


Cuicaco—An Indiana University 
student, young Al R. Myslivy of 
Bloomington, ran off with top 
honors in the 1948 ApvVERTISING 
AceE-International Correspondence 
Schools copy judging contest, Paul 
V. Barrett, director of the schools’ 
advertising and prospect service, 
announced last week. 

Of the dozen ICS advertisements 
which figured in the annual con- 
test, Myslivy hit five right on the 
nose in ranking their pulling 
power, and picked five others 
just one point removed from per- 
fection. In contrast, among the 
hundreds who plunged into the 
copy judging this year, the pres- 
ident of a major advertising agen- 
cy failed to place among the 101 
entrants who merited awards. 
Second place winner was W. C. 
Malton Jr., media director, Col- 
ville Associates, Berkeley, Cal., 
who placed five of the dozen ads 
exactly right. In third place was 
N. H. Black, Los Angeles adver- 
tising executive, who picked four 
right and scored a “near miss’ on 
another ICS ad. 


ws The 12 ads used as a basis of 
the annual contest were repro- 
duced in the Feb. 7 ADVERTISING 
AGE, including nine successful ones 
and three “not so good” ads to 
make the guessing game a little 
easier. The correct ranking was 
shown in the Feb. 28 issue of AA. 

Other winners, with the number 
of their correct placements and 
“near misses,” included: 

3 and 3 plus: Wm. King Jr., an adver- 
tising manager, Minneapolis. 

3 and 2 plus: C. W. Tennant, Western 
United, Aurora, Ill.; P. J. McDonnell, 
Peter F. Mallow, Inc., New York; vera 
Lamprecht, Rexall Drug Co., Los Angeles; 
Ron Baird, New Haven, Conn.; F. C. 
Adams, New York; Wm. N. Mackey, 
Newman Bros., Cincinnati, and Karl B. 


Shinkman, Grand Rapids, Mich 


3 and 1 plus: John J. Conron, Kansas 


City; John E. Carr, Parma, O.; Henry J. 
Lischer, Schlegel Drug, Davenport, Ia.; 
Richard T. Koney, Cynwyd, Pa.; Joan 
Brush, Albuquerque, N. M.; Herman 
Mueller, Houston; Merwin S. Abrams, 
Chicago, and Chester Chatfield, Seattle. 
3: Randall Cook, Chicago; Wm. J. 
Small, Wm. J. Small Agency, Boston; 
Red Nab Key, Ridgefield, N. J.; Carl 
R. Nelson, Traverse City, Mich., and W. 


P. Jackson, Chicago. 
2 and 4 plus: A. Lipkowitz, Brooklyn, 
and Arthur Richmond, New York. 


g@ 2 and 3 plus: Sol Levine, 
Pooney, Washington; 
Deere & Co., Moline, Ill.; M. B. Muggill, 
R. H. Donnelley Corp., Glendale, Cal.; 
Margaret Gilbert, Altman-Gilbert Adver- 
tising Agency, Cedar Rapids, la., and D. 
H. Elliott, Radnor, Pa. 

2 and 2 plus: Paul L. Ricker, Watt 
Publishing Co., Mount Morris, Il.; Paul 
B. Hertz, Esquire, Inc., Chicago; John de 
Bevec, Tatham-Laird, Inc., Chicago; Har- 
old W. Gibbs, J. Walter Thompson Co., 
Chicago; George F. Mullard, Baltimore; 
Adele King, Chicago; Arthur A. Starin, 
Hoboken, N. J.; Paul Butterworth, North 
Wilmington, Mass.; E. W. Manterfield, 
American Locomotive Co., Schenectady, 
N. Y.; Albert Couchman, Dallas; M. B. 
Blume, Brooklyn; Joe Keller, Sioux City, 
la., and E. T. Swan, Kellogg Co., Battle 
Creek, Mich. 

2 and 1 plus: Ira Brichta, Kaufman & 
Associates, Chicago; R. W. Sturges, Balti- 
more; Frank B. Marshall, Underwood & 
Underwood, Chicago; Chuck 
KFGO, Fargo, N. D.; Charles D. Beck- 
man, 
Skorin, Detroit; Wm. 
Hospital Association, Highwood, Ill; I. 
S. Kobel, Art Press Co., Chicago; Scotty 
Maxwell, J. J. Crossley Co., Los Angeles; 
Jack F. Roestel, West Allis, Wis.; John 
F. Henson, John W. Henson 
Greenville, Tex.; M. Inkman, Barnes Ad- 
vertising Agency, Milwaukee; R. S. Wal- 
strom, Chicago; Harold M. Karkos, 
Farmington, Me.; 
Hill, Pa.; H. R. Goldberg, New York, and 
R. H. Robinson, Oklahoma City. 


J. Papp, American 


Glencoe, Ill.; Rich- 


@ 2: E. Willis Jones, 
Nestle-Le Mur Co., 


ard C. Owen JZJr., 


Meriden, Conn.; Welby C. Wood, Amer- 
ican Oil Co., Baltimore; W. L. Benson, 
Bridgeton, Ind.; A. V. Chinnock, Hooker 


Electrochemical Co., Niagara Falls, N. Y.; 
Harry J. Benner, Utica, N. Y.; C. A. 
Whittington, New York; J. D. Benge, 
Chicago; M. Brower, Denver, and 
Preston Borom, Racine, Wis. 

1 and 5 plus: Wm. R. Butler, Forest 
Park, Ill., and J. T. Stafford, Alhambra, 


Cal. 

1 and 4 plus: John L. Bradley, Conde 
Nast Publications, New York; H. P. 
Brigham, Grosse Point, Mich.; Joseph S. 
Older, Chicago, and Karl D. Reyer, 
Baton Rouge, La. 


1 and 3 plus: W. J. Connolly, Chicago; 


M. F. Ribblett, Eau Claire Press Co., Eau 
Claire, Wis.; 
Boston; 
Lester F. Grimes, 
Cleveland; Alice Irwin, 


G. W. Cochrane Jr., Coch- 
Robert D. Schoenrod, 
Fawn Art 
Arthur 
Frank 


rane Co., 
Chicago; 
Studio, 


Co., 


E. Meyerhoff & Chicago; 


Sol Levine 
Robert D. Nord, 


Burke, 


Moss Associates, New York; Jerome 


& Sons, 


Allen P. Solada, Camp 
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examples herewith. 


Be that as it may, let us get 


areas? 


The Creative Wan: Corner 


Wine sales, the Corner hears, are up. But hardly, the 
Corner sincerely believes, because of some of the recent 
advertising of the Wine Advisory Board—of which, three 


No, wine sales are up, the Corner is convinced, because 


the consumer’s dollar is down, 
a jag on with wine than with whisky or gin. 


COOP OO 


ae 


and it costs you less to get 


to the topic of the evening— 


the advertisements here reproduced have all obviously been 
strongly influenced by the Bureau’s Continuing Study of 
Newspaper Reading. For here is all-out readership tech- 


ave 


a . 
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zene Relen. 
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and, became CUS 0 wo, 
vew hile. BAY tls 


thaly san vung Sie one 
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oftin! Love-Elan 


Typewriter type. Personal letters. Doodling on a 
memo pad. Why? Any reason? Does it tie in with the story 
to be told—wine and fish, or sherry as an appetizer? 

Here again, as in most advertising dominated by reader- ‘ 
ship reasoning, the object seems to be to get as many readers 
as possible, regardless of the amount of conviction with 
which they are left after scanning the ad. This, apparently, 
is today’s version of salesmanship in print. Only it’s like 
the aluminum ware salesman, who gets a lot of people 
together because he cooks them a free meal—and then 
never gives them a really effective sales pitch on the merit 
of his stuff. It’s like the drummer who comes in with a whole 
fresh batch of funny stories, wows the manager and all the 
clerks with them—but never gets around to selling any 


Make mine a gin and bitters. 


— — seve atintwi cy” — 
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\/t da 


CAML 


Sauterne 
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Miller, Packer Publishing Co., Arlington, 
N. J.; Stanley H. Jack, Ewell & Thurber 
Associates, Chicago; Martin Dawson, 
Miami; L. A. Langreich, International 
Business Machines Corp., New York; H. 
E. Anderson, Evanston, Ill; Marion 
Johanneson, Johnson & Johnson, Chicago; 
Noble Mullins, Hot Springs, Ark.; C. B. 
Eugene, Lanesturn Cottage, Pa.; Robert 
L. Stedfeld, Stedfeld & Byrne, Cleveland; 


Peter E. Balat, Brooklyn; H. Pierson, 
Kansas City; Thomas WwW. O. Mullen, 
Brooklyn; Alvin H. Jacobson, Portsmouth, 


Edwin C. Huster, Knoxville; James 
Elizabeth, N. J.; Robert Brict- 
and Scott R. Brewer 


Va.; 
M. Sidie, 
son, Boulder, Colo.; 
Jr., New York. 


Appoints MacDonald 


Rod MacDonald, formerly ac- 
count executive of Robert B. 
Young Agency and Botsford, Con- 
stantine & Gardner, San Francisco, 
has been appointed San Francisco 
and northwest manager of the 
Los Angeles Independent, formerly 
the Los Angeles Downtown Shop- 
ping News. 


Skycoach Names Azarow 


Bernard B. Azarow has been ap- 
pointed to the newly created posi- 
tion of sales manager of the east- 
ern division of Skycoach Air 
Travel Agency, New York. He will 
supervise a national sales training 
program for the agency in New 


Partners Smalley, Tester 
Joined Paul Smith in August 


In the story on Paul Smith open- 
ing his own agency in New York 
(AA, March 14), AA erroneously 
reported Mr. Smith naming Mr. 
Smalley and Mr. Tester as partners 
last January. Both Mr. Smalley 
and Mr. Tester were partners of 
Paul Smith Advertising Co. when 
it was established last August. Last 
January the stockholders of the 
agency voted to change the name 
to Smith, Smalley & Tester, the 
name it bears today, and on March 
1, 1949, the principals purchased 
Mr. Smith’s share of stock in the 
agency. Mr. Smith has opened his 
own agency, bearing his name. 


Appoints McDonald 

Jack McDonald, formerly on 
the sales staff of McCall Corp. 
has been named national repre- 
sentative of National Transitads, 
Chicago. 


To Merchandising Factors 

Sid Weston, formerly with Kelso 
Norman Agency, San Francisco, 
has been named production mana- 
ger of Merchandising Factors, San 


York, Boston and Philadelphia. 


Francisco agency. 


Iv’S A 


For 25 years, farmers in Kansas and 
nearby states have turned to WIBW 
for dependable service and preferred 


entertainment. 
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‘49 Looks Fair 
to ANA Members; 
Few Pessimistic 


(Continued from Page 1) 
between 10 and 15%, and for the 
larger companies 10%. 


s Of 22 industrial goods companies 
doing less than $50,000,000 sales, 
14% said their sales volume today 
is better, 50% about the same, and 
36% worse than 1948. But of 32 
doing more than $50,000,000, 44% 
said business today is better, 38% 
about the same, and 18% worse. 

Eighteen per cent of the smaller 
industrial companies found 1949 
sales outlook “up,” half the same, 
and a third down, while 45% of 
the larger firms forecast increases, 
42% the same, and only 13% 
down. 

Forty-five per cent of the small- 
er companies expect good profits 
this year; 45% fair profits, and 
10% “poor.” On the other hand, 
two-thirds of the larger concerns 
foresee good profits, a third fair, 
and none “poor.” 


a Advertising prospects of the in- 
dustrial companies seem to follow 
closely those of consumer goods 
manufacturers. Only 19% of the 
smaller and 9% of the larger in- 
dustrial advertisers have reduced 
expenditures in the current budget 
year. Although none of the under- 
$50,000,000 and only 6% of the 
over-$50,000,000 companies antici- 
pate cuts in 1949, 27% of the small- 
er and 19% of the larger companies 
were not sure what action they 
would take in this direction. 
Meanwhile, 46% of the smaller 
and 56% of the larger industrial 
advertisers are now spending more 
than in 1948; 36% of the smaller 
and 31% of the larger are spend- 
ing the same, and 18% and 13%, 
respectively, less than last year. 
Median reduction of the smaller 
companies is between 20 and 25%. 


# The ANA pointed out that “no 
tabulation was made for reductions 
of those companies doing more 
than $50,000,000 sales volume, as 
the number reporting percentage 
decreases was too small for an 
adequate sample.” 
A. J. Gallagher of A. J. Gallagher 
Associates, “profit engineering” 
organization, told the ANA that 
“most companies are far under- 
dvertised in relationship to sales, 
wages or break-even points.” Since 
1937, he explained, “break-even 
points have increased considerably 
aster than sales... While the sell- 
.g cost of practically all com- 
nies has substantially decreased 
ring the war and postwar sell- 
‘Ss market, those companies using 
\vertising as a large and increas- 
2 factor in distribution, had sell- 
g costs which were consistently 
low or lower than companies 
ich used advertising as a rela- 
vely small factor in distribution 
rt. 
In addition, the companies re- 
lying heavily upon advertising... 
d a consistently better profit 
record.” 
# \ir. Gallagher spoke in a session 
the financial aspects of adver- 
us ng, one feature of which was 
@ s<etch called “Let’s Cut the Ad- 
ye: tising.” 
| Confronted with mounting costs, 
Intensified competition and dwind- 
Lins demand, executives of “Great 
7%) Lace Drawers Co.” (whose 
logan is “You'll Want to See 


= re”) almost decided to make 


‘ters worse—until Wesley I. 
uin, in private life with Stand- 
rr Oil Co. (Indiana), and Robert 

3rown, Bristol-Myers Co., came 
0 \he rescue. 
dr. Nunn, who had been given 


PREMIUM PREVUE—Top members of the Premium Advertising Association of America, 

pictured prior to the PAAA’s national exposition in Chicago March 22-25, ore (left 

to right): Parlin Lillard, promotion manager of General Foods; Ralph Smith, vice- 

president, Duane Jones Co.; Gordon Bowen, vice-president, Premium Service; John 

Davidson, president of PAAA, Colgate-Palmolive-Peet Co.; Robert F. Degan, Ted 
Bates, Inc., and Dr. Daniel Starch, Starch & Staff. 


the thankless task of advertising 
manager of Great Gap, asked the 
audience to identify certain trade- 
marks of yesteryear—among them 
Sunny Jim’s Force cereal, Sweet 
Caporal cigarets, Sonora phono- 
graphs, Pearline soap. Only a few 
could. 

Advertisers of these products, 
Mr. Nunn told Great Gap’s hier- 
archy, “thought they had created 
enough demand that they didn’t 
need to keep on advertising.” 


a Mr. Brown presented charts to 
prove that advertising budgets 
today must be larger than prewar, 
both because costs are higher and 
competition more aggressive. 
While magazine space_ rates 
based on a typical Ipana tooth- 
paste schedule rose 42% between 
1941 and 1949, circulation between 
1941 and 1948 was up only 23%. 
In this period, Sunday newspaper 
magazines used by Ipana increased 
circulation 36% and space rates 
94%. Newspaper circulation, ac- 
cording to Editor & Publisher, 


rose 23% and space rates 32%, 
he pointed out. 
Meanwhile, time and _ talent 


costs of Bristol-Myers’ “Mr. Dis- 
trict Attorney” network program 
increased 55% while the number 
of radio homes increased 30%. 

Between 1941 and 1949 the cost 
of a typical Ipana schedule in the 
same media expanded 52% and of 
a Trushay hand lotion schedule 
46%. 


s Mr. Brown cited Bristol-Myers’ 
proportion of total advertising in 
specific product fields in 1948 com- 
pared with 1941. One B-M prod- 
uct’s advertising increased 18% as 
against an increase of 123% for the 
field; another dipped 6% while the 
field was up 10%; a third rose 11% 
against 108% for the group; a 
fourth was down 28% against a 
gain of 24% for the industry. Other 
comparisons were an increase of 
53% vs. 95% and 14 vs. 72%. 

Introducing the session, W. B. 
Potter, Eastman Kodak Co., 
pointed out that “advertising is 
the cause, not the result, of sales.” 
The advertising budget should not 
be based on a percentage of past 
sales, he emphasized. 

William A. Drissler Jr. of Can- 
non Mills was program chairman 
for this spring meeting. W. N. Con- 
nolly, S. C. Johnson & Son, Inc., 
is chairman of the board of ANA. 


‘Highway Traveler’ Moves; 
Appoints 3 Representatives 

Highway Traveler, which has 
been published in Cleveland for 
the past 20 years, has moved its 
publishing offices to 105 W. Madi- 
son St., Chicago 2. E. A. Jones, 
who has been with Greyhound 
Lines, publisher of Highway Trav- 
eler, for 14 years, will be the new 
editor. 

The following advertising rep- 
resentatives have been appointed: 
A. O. Feldon & Associates, Chicago, 
Cleveland and Fort Worth; Warren 
Thompson Mayers Co., New York 
and New England, and Ned Bry- 
done-Jack, Los Angeles and San 
Francisco. 


‘Life’ to Cut 
Ad Rates 3% 
After July 4 


(Continued from Page 1) 
other magazines, a spokesman 
said. 

In 1948, Life’s gross advertising 
revenue before frequency discounts 
was $77,300,000—tthe largest in that 
year of any magazine and record 
revenue for a magazine. 

The new rates will drop Life’s 
page-per-thousand rate, one time, 
from $3.19 to $3.10. Life, one of 
the few general magazines with 
frequency discount rates, will show 
the following page-per-thousand 
discounts: 13-time, from $3.07 to 
$2.97 after July 4; 26-time, from 
$2.94 to $2.85 after July 4 


Texaco’s Berle Is 
Still Video King; 
NBC Leads Networks 


NEw YorK—Milton Berle, wear- 
ing the colors of the Texas Co. 
(NBC), still prances ahead of all 
television competitors, Pulse, Inc., 
reports. 

This research group gave the 
versatile comedian a March score 
of 71.1 for New York, Chicago and 
Philadelphia, against 51.9 for the 
closest competitor, Chesterfield’s 
“Arthur Godfrey and His Friends” 
(CBS). 

NBC was leading in the network 
sweepstakes, with seven shows 
(one of which it shares with Du- 
Mont) in the top ten, compared 
with three for CBS. The tri-city 
favorites: 


Texaco Star Theater, NBC . 71.1 


Arthur Godfrey (Chesterfield), CBS ..51.9 
Broadway Revue (Admiral), NBC 

and DuMont ..... cadienidianlats 50.8 
Toast of the Town (Emerson), CBS ......42.1 
Kraft TV Theater, NBC ..40.8 
Phil Silvers (Arrow), NBC ..37.8 
Suspense (Auto-Lite), CBS 29.2 
Gillette fights, NBC . . 28.1 
Lanny Ross (Swift), NBC 27.6 
Bigelow Show, NBC . 26.6 


C-P-P to Sponsor Segment 
of ‘Howdy Doody’ Show 

Colgate-Palmolive-Peet Co., 
Jersey City, will join the list of 
“Howdy Doody” sponsors starting 
April 5, when it will back the first 
15 minutes of the Tuesday and 
Thursday adventures of the popu- 
lar Martin Stone puppet. Ted 
Bates, Inc., is the agency; Colgate 
dental cream, the product. The full 
NBC-TV connected network of 18 
stations will be used. 

Present backers of the show are 
Mason candy, which pays for the 
first half of the Monday session, 
and Unique Art Mfg. Co., which 
sponsors the last half on Fridays. 


Van Slyck Opens Agency 
Phil Van Slyck, formerly adver- 


tising manager of Standard Optical 
Co., Salt Lake City, has opened an | 
advertising agency in the DeYoung | 
building, San Francisco. Monroe | 
Winston and Margaret Gridley | 
have joined his staff as production | 
manager and copywriter, respec- | 
tively. 


FTC, Cosmetic 
Industry Seek 
Harmony Again 


WASHINGTON—Cosmetic and toi- 
let goods industry members curbed 
their misgivings Thursday in an 
effort to agree with the Federal 
Trade Commission on a set of 
trade practice rules. The rules 
would authorize substitute adver- 
tising and promotional services for 
retailers who are unable or un- 
wiiling to participate in demon- 
strator programs. 

Though the industry’s “negoti- 
ating committee” continued to in- 
sist that allowances go only to 
retailers buying directly from the 
manufacturer, the revised indus- 
try proposals omit many of the 
qualifications submitted at a 
stormy session Feb. 10 (AA, Feb. 
14 and March 7). 

Spokesmen for the industry com- 
mittee showed special deference 
toward the commission. Edward 
Plaut of Lehn & Fink and Dorothy 
Gray, a member of the committee, 
predicted that adoption of a code 
would enable FTC to drop its 
role as a “prosecutor.” 


a Hugo Mock, general counsel of 
the Toilet Goods Association, re- 
minded industry members that 
FTC has to arrive at a policy on 
demonstrators which can be ap- 
plied to all industries. Noting that 
demonstrators are even more im- 
portant in the household appliance 
industry, he remarked, “After all, 
cosmetics are only one of FTC’s 
worries.” 

Industry committee members 
feared FTC might wash its hands 
of the proceedings if quibbling 
continued. Only the previous day, 
the commission ended simila pro- 
ceedings involving the “rendering 
industry” on the grounds that data, 
suggestions and objections sub- 
mitted by industry members in- 
dicated that rules would not serve 
the public interest. 

The cosmetic code proceeding 
originated after FTC issued com- 
plaints against demonstrator prac- 
tices of seven leading firms and 
the Supreme Court supported 
FTC’s charges in a test case in- 
volving Elizabeth Arden. 


s The Feb. 10 hearing was thrown 
into a turmoil when Philip Lay- 
ton, commission attorney handling 
actions against cosmetic firms, sub- 
mitted a series of proposals involv- 
ing cumbersome disclaimers and 
qualifications. 

In calling a second hearing on 
the code, FTC on March 2 point- 
edly explained that Mr. Layton did 
not speak as a representative of 
the commission. As Tuesday’s ses- 
sion opened, Herman Brooks, chair- 
man of the industry committee, 
reported 75% of the industry be- 
hind his committee. 

But Philip Cortney, president of 
Coty, claimed the support was 
achieved by warning industry 
members of a rash of FTC pros- 


ecutions if the code proceeding 
failed. 
Mr. Cortney insisted that the 


code “would put the industry in 
a straight jacket” and force manu- 
facturers to “replace merchandis- 
ing men with lawyers.” 


we He maintained that “substitute 
services” are not alternative to 
demonstrators. “Discounts don’t 
educate consumers or sell mer- 
chandise,” he said. “Discounts only 
increase the cost of distribution 


and make the larger dealer more} 


desirable to the manufacturer.” 


Arguing against the adoption of | 


any rules at all, Mr. Cortney in- 
sisted that the sales training and 


knowledge of “flesh and blood|cities—where its penetration will 
| demonstrators” assigned to key de-|be powerful.” 


| 


| 
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partment and chain stores “creates 
and develops sales to the consum- 
ers and benefits the entire trading 
area.” 

A similar complaint was voiced 
by Robert Abelow, as attorney for 
seven large department stores. 

In criticizing the proposed sys- 
tem of “proportionalizing” dem- 
onstrators, Mr. Abelow maintained 
that allowance should be made for 
“prestige” accruing to a product 
through its promotion at “fashion- 
able” outlets. 

He also suggested separate con- 
sideration for small stores which 
serve a local area, and large 
stores, “which incur great expense 
as a result of advertising and 
methods of sales and display of 
merchandise.” 


TV Is Urban, 
Upper Bracket 
Medium: James 


Cuicaco—For the next three to 
five years, at least, television will 
tend to be an urban medium with 
an upper bracket income group 
bias, according to E. P. H. James, 
vice-president of the Mutual 
Broadcasting System. 

Speaking before a meeting of the 
Chicago chapter of the American 
Marketing Association here last 
week, Mr. James sought to corre- 
late data derived from various tel- 
evision surveys in order to chart 
general trends in the period im- 
mediately ahead. 

He made it clear that he had 
no original data to offer, but his 
interpretation of existing informa- 
tion highlighted several develop- 
ments which previously have re- 
ceived little public notice. 


s Despite the tendency to speak 
of television as a mass medium, 
for example, examination of the 
New York market shows that in 
upper income families, TV sets 
are located in one out of every 
four homes. Among upper middle 
income homes, video sets are 
owned by one out of every six 
families. Television sets are lo- 
cated in one out of eight lower 
middle class homes, and in only 
one out of 20 low income homes. 

Considering all top ten television 
cities, Mr. James declared. tele- 
vision sets now are owned by an 
average of one family in every 
13—in a 40-mile radius of the 
city. At the present rate of growth, 
there probably will be twice as 
many sets in operation by Octo- 
ber, or more than one set for 
every seven families. 

There are more than 1,000,000 
sets now in operation, he con- 
tinued, but the top ten cities now 
have 86% of all sets. “While this 
overwhelming percentage undoubt- 
edly will decrease,” he said, “the 
decrease will be a gradual one. I 
believe that the majority of all 
sets in operation will continue to 
be located in the top ten markets 
for the next three, four or five 
years.” 


s He emphasized his contention, 
however, that video coverage in 
the top ten cities will not be ex- 
clusively urban in_ character. 
Smaller cities and rural areas near 
the major markets will witness 
extensive television development. 
“But for a long time, TV will be 
a ‘spotty’ national medium—a se- 
lective national medium like the 
Sunday magazines.” 

The average of video manufac- 
turers’ prophecies, he continued, 
would have 15,000,000 video sets 
in aS many homes by January, 
1953. “But the television coverage 
will be concentrated in the chief 


Be ay Sd = asda ape Se, a a : Ea eee > eherie GEE QE ta gS a oe a, oo + ee elo aie gS ppl eel eats fire es) eat Ihe f ct ie Uae, > a ee eee ify Pee ae ae Raman 2 een | ie é* 
Be eae Ae a Re ele Soaipe lh Ore eae oe eee ae a Ry eM. : apes: : ee ei me elke it arte - hee arab ge Dee a: a eo eee ec age Ee. Pi ae 
— ge Dias ae me as — Phe ny z pal " — a tia ne Re SS ot ee cay & 4 « dates. pick Pa ae ie uke) RANGE 5 " * het a] ee a ae ee ial ake Pe pret f° rh Swe oe td Fg 
Rice aye Po, Puree MO ee ee Ee OB A gee a tea ee are ak tS ee OES eas 
fe f= ase . ea Tall Be Se ea ee eee bie ds Sai Se br eee ihe. Er us, ert ~ anar e is RY ¢ ieee aires mes ee +h eee ee 
Seep | apor ? We Mra e is oo aie eee Bree kt 17) SRS STE eae are ES. at re: Cae a gt aw tas 3 “ B ¥ a pe eid oe iG tows “er 7 
_ mee Ps iow «ie . ae oe an wipe : nS ’ ide i * a phe aie Se ehe : re Shi ee oe es ‘= z ee e waa ee ag rs a) ee 
ee pemek SS - ats Ss * A : Se ae : ) = + - ss : may 
eo 
. e oe 
i? 
rv: 
969 | es - 
Fel” 
_—— a yo | Ve wie 
eg iia. Bie ie, — Pee Lea 
—— Fe a hg % : ee. here 
25. * aay, ae —— 
¢ ‘e ———/ ie a ses A ee ee 
‘ ~ - % * ed es 7 
- 4 ris es é Fes S72 ‘3 : f 
ks ae = 4 J | : ‘ 
i aad * ie r ¥ | oe 
Am > « = © Seige Tu 
e a zg a: 7 a - | aes 
r all al f < & E> i ead 2 ., 4 re 
bath y a ‘ e be | +e 
2 Pies ie ; “oe | pis. 2 lamer 
ane oe Jer - : aR. pe ; ie - ee ater 
ue Airis Be op. Ya. Se Fo id ieee as ce a. 
Pe ey oe ie eee, ee oe a eee tin e + ; eee 
p Sits Ee Tien | A eee |. eee 1 eros 2a a me 
7 | ps ae eee ae a ae Oe eS eee 
eet, a oe a ee | ere pa ES eM A eg ee ia 
mere ee ae Stor ee : 
pots Mt Niece | |; Mea a o's A se, 9 Bee ee eT be 
- w 4, ren hoe Pai See 2 aa Teer nee : : > “a x ies tis. 
| P < tie 7 Lees 
l ‘ siege: 
a Seles: 
, | Sa 
. a 
Bee 
CEN 
| sl aige 
| eda. 
| ; Bi, OA 
Eee 
ie 
Beh 
Ba - 
Rae 
ea 
ae 
a 
‘y 
rs F 
a 
y» ats 
a 
<e om 
rit 
| 
le 
he a 
a 
ny a 
ea 
a 
| 
| 
7 
! Rive T 
a 
as 
sy 
pe 
‘an 
Tae) 
pa 
ere 
a 
| ae: F 
stds 
os 
ree sr: 
a 
it, a 
ene 
vag 
ee a 
5 aaa 
ie 
ae 
‘Gee 
a 
a 
——, 
Aes 
oe . 
a) 
ene 
Bat 
: i 
a) = 
= ite 
an 
" ‘2 i ie * 
Sey 
: ra a 
ee 
ba a 
' ea, oe 
ae : 
’ | " 
: ec 
: ere 
ee 
mea 
ot : ‘ee 
i 
bs) a 
7a 
s » Cee my 
& ’ Ps | 4 pet 
: as eriewe 
Pag 
ee 
ae 
ge Fa 
> is r gege bony. inc Se aay ‘ san . Sere ee he Py aL Pott pet = a ager ee Ms ri. ee 5 a z pe oo Bae ie ds oe Py Uy reper Sues Pt al oe i ge Ping Sey ried er aks ey ae gia ie LG ate poe 
VS ee Tan ae ce or oo et Cah tia ae ewe OR OT EE ee eS Re eR ale ae) Med Ne Sk ane RR OW ay UNS TT ARS yee hee her on Pa ent NID BRE a Se a hae Se tN Rn SR ee, Ee le a eh ee wp Ui omni Ae ee A. Fy Mowing gy Bey A od Pe PO as > pen adie Nd A ae oe ee eee ar (Rae 
wife Rig a, Meme as Re ANI Sy og OE pho EM Sarre ce a is We yee os ded a asd ac as ep cael hk ees tod Mie tc a lee sae Iai ee tg ee eS oe Mc Rea ee Nea a RI 


~ 


Publishers Have 


No Rate Answer, 
Donaldson Says 


(Continued from Page 1) 

One ABP spokesman, James G. 
Lyne of Railway Age, told the 
House committee, “It’s not a ques- 
tion of no increases at all, so much 
as ‘too much and too quick.’ ” 


@ Under committee questioning, | 


Benjamin Bogan, vice-president of 
Conde Nast Publications, agreed 
to a “moderate increase’’—he sug- 
gested 5% annually for five suc- 
cessive years, or a total of 25%. 
Dudley White, chairman of the 
postal affairs committee of the 
Inland Daily Press, warned that 
small newspapers are “doubly 
vulnerable” to the rate increase, 
since they could not afford truck 
delivery service used by metro- 


politan papers, or to pass on an 
adequate increase in subscription 
prices. Pressed by committee mem- 
bers, he suggested two successive 
5% increases as a fair contribution 
toward the postal deficit. 

Amory H. Bradford, assistant to 
the publisher of the New York 
Times, reported that proposed mail 
rates would require an increase 
in the price of mail subscriptions 
from $18.50 to $52. 


ws Though only 7% of the daily 
and 8% of the Sunday Times is 
mailed, the rates would increase 
postal costs from $587,250 to $2,- 
727,750, Mr. Bradford reported. 

“Under present circumstances,” 
he said, “it would be foolhardy for 
the Times to attempt to absorb all, 
or even any substantial part of 
this proposed increase.” 

Before the Senate committee, 
Postmaster General Donaldson was 
sympathetic to proposals to stretch 
the second class adjustment over a 
number of years. Pa 

“I want to do what is right by 
the publishers,” he commented. 


When WMC was born to the 


Commercial Appeal back in 1923, the 
Memphis NBC outlet fell heir to all 
the prestige and dignity that comes with 


one hundred and nine years of loyal and 

faithful service to the people of Memphis and 
the Mid-South. What a blessed event! — 

for you — the advertiser, and the 

499,379 radio families who await your message! 


WwmMc 


NBC*5000 Wattse790 


50 KW Simultaneously Duplicating AM Schedule 
First TV Station in Memphis and the Mid-South 


National Representatives ¢ The Branham Company 
Owned and Operated by The Commercial Appeal 


“However, at the same time, I do 
not want them to keep on kicking 
me around the lot for a $550,000,- 
000 deficit over which I have no 
control.” 

Earlier he insisted that publish- 
ers should be making an effort to 
enlighten Congress instead of at- 
tacking the Post Office and in- 
dicating “that we do not know 
within thousands of dollars what 
the deficit is.” 

“That’s a lot of hooey,” he de- 
clared. 

“If Congress feels the things I 
recommend are too drastic, then 
maybe something else should be 
worked out. But I haven’t seen 
much help on that score from those 
who are opposing the proposals.” 


es At another point, the Post- 
master General contended “from 
a cold business standpoint” the de- 
partment would be “far better 
off” if magazines instituted a de- 
livery service of their own. 

Noting that 75,000 to 100,000 
carriers are devoted largely to 
second and third class he declared: 
“I could save enough clerical cost 
to the U.S. postal service in one 
year to double or triple the 
amount we are getting from second 
class and circular mail.” 

Asked by Senator Russell Long 
(D., La.) whether the department 
would show a profit if it were con- 
fined exclusively to first class and 
airmail, he claimed “it would take 
some time” because the staff and 
the post office structures are 
geared to handling bulkier classes 
as well. 

Mr. Donaldson contended that 
the government is playing Santa 
Claus. “I certainly don’t think the 
department can stay in business 
subsidizing everyone,” he said. 


@ In considering second class rates, 
he insisted that the committee 
should consider whether publica- 
tions are performing the function 
Congress intended when it estab- 
lished low second class rates in 
1879. 

“Do the magazines and newspa- 
pers play the part Congress 
thought they would play, and 
maybe they did play 100 years 
ago? Has not the time come when 
something should be done about 
making this class of mail pay more 
of its way?” 

Mr. Donaldson listened while 
Horace D. Klein, vice-president of 
the Webb Publishing Co., St. Paul, 
told how the annual postal bill of 
The Farmer would be increased 
$92,000 above the current $32,000. 

“If farm publications were on a 
business basis and not set up as 
charity organizations, the picture 
might be different,” the Postmaster 
General commented. “I can see 
where a $92,000 annual increase 
is a big item, but if they had not 
been giving away their publica- 
tion for a dollar a year, a 50¢ raise 
would bring in $130,000 for them.” 

“For the past two years,” Mr. 
Donaldson commented, “I have 
read many articles in the news- 
papers and magazines and editor- 
ials which take the government 
and the administration to task for 
subsidies, but they holler loudest 
when you try to take away their 
own generous subsidy.” 


w The Senate subcommittee chair- 
man, Sen. Matthew Neely (D., W. 
Va.), said he would oppose drastic 
increases if publications are per- 
forming 2 worth while educational 
function. 

“But if this Congress is to pro- 
vide a free service for these pub- 
lishers or continue to subsidize 
them, there should be some stand- 
ard so that the average member of 
the House or Senate could know 
how far they ought to go in justice 
to the people who pay the taxes.” 

The taxpayer’s stake in the hear- 
ing was mentioned on the House 
side, when Mr. Hammond was out- 
lining the precarious position of 
the publishing industry in the 


light of increasing volume and de- 
clining net profits. 

“As a business man,” interrupted 
Rep. Ed Rees (R., Kan.) ranking 
minority member, “wouldn’t you 
be willing to increase it a little, 
and make it easier on yourself as 
a taxpayer?” 

Later, Mrs. M. E. Walker, of the 
Educational Publishing Corp., Dar- 
ien, Conn., commented on the prob- 
lem committee members have con- 
sidering the interests of mail 
users and the Post Office. “The 
taxpayer has a stake in this, too,” 
chorused half a dozen committee 
members. 


w Jessica Daves, editor of Vogue, 
directed her remarks at a section 
of the bill classifying as “adver- 
tising”’ text matter identifying the 
manufacturer of a product. 

This section, designed to elimi- 
nate “puffery,” is so loosely word- 
ed, she said, that it hits at all “new 
product” news. 

To committee members who sus- 
pected that “new product” copy 
is really advertising, she re- 
ported that 60% of the clothes 
described in Vogue last year were 
produced by non-advertisers and 
that the products of 60% of ad- 
vertisers were never mentioned. 

Mr. Hammond reported that 
Popular Science carries “new prod- 
uct” reports as a part of its edi- 
torial format. “If we resorted to 
puffery, we wouldn’t be able to 
get 25¢ for our magazine,” he 
commented. 

Mr. Hammond told the commit- 
tee that Popular Science Publish- 
ing Co. made less than $355,000 
last year on $6,500,000 volume. 
This 5% net compared with 8% 
on $6,000,000 in 1947 and 10 to 
11% on $5,500,000 in 1946. 

“Since ours is a privately owned 
corporation, these figures have 
never been made public before,” 
he told the committee. “But 
damn it, this is serious stuff.” 


a In its presentation, Associated 
Business Papers opposed an equal 
rate for controlled circulation pub- 
lications. “Paid papers have to 
start small and build slowly,” 
Godfrey M. Lebhar, Chain Store 
Age, told the committee. “Their 
quality is subject to review each 
year when they go out for renew- 
als.” 

“Some of the controlled papers 
do a fine job,” he said. “But how 
do you determine the good ones 
from the bad ones?” 


Advertising Age, March 28, 1949 


House committee members asked 
each witness about per piece mai - 
ing cost for his publication, ard 
the percentage of operating cosi 
represented by postage. 

On Wednesday, committee mem- 
bers began asking salaries of top 
executives. At least two more 
weeks of hearings on the second 
class rate proposals are in pros- 
pect. 


FULLER TELLS RISE 
OF PRINTED MEDIA 


WASHINGTON—Magazine lin: ve 
may be on the down grade, Curtis 
Publishing Co.’s President Walter 
D. Fuller told the House post o’- 
fice committee, but Congress oug)}; 
not to get the idea that radio is ; 
satisfactory substitute for printed 
media, which would be damaged 
under a proposed $125,000,000 in- 
crease in second class postage 
rates. 

In his role as a spokesman for 
the National Association of Maga- 
zine Publishers, the Curtis pres- 


$7,000,000 
IN PISTON RINGS 


Of the billion and a half dollars spent 


by Motor-Freight Carriers last year, 
$7,000,000 went for piston rings. 
How much of this business did you 
get? If you'd like to get more, adver- 
tise your wares in TRANSPORT 
TOPICS, the publication nine out of} 
every ten For-Hire Truckers read and 
prefer. 16,000 paid copies weekly ;— 
45,000 third-Monday distribution. 


@ 


Grausport Topics 
The National Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 
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WINS FULTON MEDAL—The Kerwin H. Fulton Medal for the design of complete 
units in posters was awarded to the Navy Department. Commander John B. Shipman 
of the U. S. Navy was the art director, and Rex Reichert, the artist. The 28th annual 
Exhibition of Advertising and Editorial Art, sponsored by the Art Directors Club of 
New York, will be on display at the Museum of Modern Art until April 17. 


ident reminded the committee that 
77.3% of 1948 national advertising 
expenditures were in the press, 
22.7% in radio. 

Noting that printed media had 
only 68.9% in 1944, Mr. Fuller 
commented: “In the opinion of 
practical business men who back 
their judgment with hard cash, 
the printed advertising message 
has not been losing ground, but in 
fact gaining.” 


s “Business men, who spent $377,- 
000,000 for national advertising 
via radio, and almost three times 
as much—$953,000,000—via maga- 
zines and newspapers, did not 
spend this money because they 
love publishers,” he added. 

“They spent it to stimulate the 
sales and turnover of their goods, 
and they spent it in newspapers 
and magazines because they knew 
from experience that this was the 
best way to accomplish the results 
they sought.” 

Mr. Fuller warned that a drop in 
national advertising might cut na- 
tional income and federal tax 
revenues. 

“If the curtailment of national 
advertising slowed manufacturing 
turnover from seven to six times 
a year, national income might drop 
7%, and tax revenues might fall as 
much as $2 billion,” he estimated. 


MAIL USERS’ GROUP 
ASKS DATA FOR FIGHT 


WASHINGTON—Third class mail 


users were urged by their national 
association last week to send it! 
data showing what the proposed 


new third class mail rates would 
do to their business and their use 
of mailings. 

John Walker, president of the 
Associated Third Class Mail Users, 
which has its headquarters at 1010 
Vermont Ave., N.W. here, dis- 
patched letters to prospects asking 
them to join the group at once, 
but—irrespective of what action 
they decide on membership—to 
answer a three-part questionnaire 
which will provide ammunition for 
mail users before the House post 
office committee hearings. 

Recipients are asked to state 
whether the proposed rate boost 
would force them out of business, 
force them to end all mailings, or 
force a reduction of mailings; to 
explain how many employes might 
be laid off if the rate goes into ef- 
fect, and to estimate how much 
first class mail is generated by 
each 1,000 pieces of third class 
mail now sent out. 


Vosse and Bick Form Agency 


M. J. Vosse Jr., who has been 
operating his own agency since 
1947, and Alvin Bick, formerly an 
account executive of WMPS, Mem- 
phis, have formed a new adver- 
tising agency to be known as Vosse 
& Bick, effective April 1. Tempor- 
ary offices will be located in the 
Jer Del building, Memphis. 


Koppers Appoints Korb 


Byron J. Korb, formerly mana- 
ger of market research of Johns- 
Manville Sales Corp., has been 
named manager of the sales plan- 
ning section of Koppers Co., Pitts- 
burgh. 


circulation 


100.000 


daily on the Real Long Island! 


25,000 


Newsday carried more advertising 


evening paper. .. and on the Real Long Island . . . Newsday carried | 


where retail sales exceed *2,000,000 a day 


100,000 


now tops 


in 1948 than any New York City 


82.8% more advertising than the second paper. Source: Media Records 


- Alicia Patterson, Editor and Publisher 


Executive Offices, Hempstead, Long Island, N. Y. 
__ Represented Nationally by Kelly-Smith Company 


Cuts Air Freight Rates 38% 


Seaboard & Western Airlines, 
New York, has announced reduc- 
tions of more than 38% in air 
freight rates on newspapers, maga- 
zines and periodicals between New 


Launches Hotel Campaign |Promotes Ben Hall 


A monthly campaign, amounting 
to $10,000 a month, is 
jlaunched by the Hilton Hotels| has 
Corp. to promote the Stevens Hotel | radio and television. 


Ben M. Hall, secretary of Gotts- 
being|schaldt, Morris & Slack, Miami, 
been appointed director of 


and Palmer House, Chicago Hilton | 


York and Frankfurt, Geneva,|hotels. Ads are being placed in 


Milan, Paris and Zurich. newspapers. Needham & Groh- 
mann, New York, is the agency. 
Stetson Appoints Jordon | 

Irvin B. Jordon Jr., advertising| Rejoins Badger & Browning ES 
director of John B. Stetson Co., Mrs. Helena Natteford Wallace | § 
Philadelphia, has been named|has rejoined Badger & Browning 
general manager of the millinery|& Parcher, Boston. She was in 
division. He will continue to head | charge of production at the sities 
the advertising department. before the war. 


431 S. Dearborn St., 


Chicago 5.1 llinois 


A Recent 
Houston Study By 


ALFRED POLITZ 
RESEARCH, INC. 
Reveals That... 


sundoy pore” 

¢ Sun ders 
ne” ag 
° othe 
subscribe to NO 


Few newspapers in the nation wield as 
much single-handed power in their markets 
as The Chronicle does in Houston. Ask to 
see this study of home-delivered circulation 


in Houston which proves the economy and 


value of buying The Chronicle exclusively. 


Call a Branham man today 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manager National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 36 CONSECUTIVE YEARS 
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U.S. Rubber Uses Video 


United States Rubber Co., New 
York, is using a series of television 
spot programs over 26 television 
stations from coast to coast to 
promote its U.S. Royal Air Ride 
tire. The program, consisting of a 
series of one-minute animated 
cartoons on film, will be carried 
three times a week for 26 weeks. 


<<  ——s More than 

"25 years of... 

| Mounting and Finishing 

_ “POINT of PURCHASE” » 
_ cardboard display material | 


By 
|| QUALITY SERVICE 


4 DEPENDABILITY | 
MANDELL MFG. CO. 


356 W. Ohio St. SUperior 7-0545 


CHICAGO 10, ILL. 


GF, P. Morris, 
Ford Tell Why 
Drives Clicked 


Hort SprinGcs, Va.—Executives of 
General Foods, Ford Motor Co. 
and Philip Morris presented case 
histories of campaigns for their 
products at a session at the ANA 


ANA Meeting 


meeting here last week devoted to 
“getting more sell into your ad- 
vertising.” 

R. H. Bennett of GF described 
the use of background and “emo- 
tion” in the total selling effort for 
Maxwell House coffee. 

The earliest Maxwell House ad 
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VY CHECK THE LOW COST TO REACH 135,000 TOP IOWA FARMERS 


VY CHECK THE BUREAU FARMER ON YOUR LIST 


Write the lowa Bureau Farmer, Des Moines, lowa for further information. 


lowa. BUREAU FARMER 


FARM 
MARKET 


135,000 TOP IOWA FARM- 
ERS in the Top Agricultural 
tate. Approximately $5,- 
.00 is spent each year 
n the maintenance of each 
farm through the purchase 
f trucks, seed, feed and 
farm machinery, etc. A 
powerful ready market for 
YOUR SALES MESSAGE. 


appears to have run in the Con- 
federate Veteran of October, 1906. 
But the Cheek-Neal Co., which 
then owned this brand, Mr. Ben- 
nett said, had not yet begun to 
develop the “backdrop,” which 
later gave Maxwell House adver- 
tising personality and identity. 
This came, a decade later, with 
Henry Raleigh’s historical paint- 
ings of the old Maxwell House in 
Nashville. Also emphasized was 
the slogan based on Theodore 
Roosevelt’s expression, “Good to 
the last drop.” In the ’30s, the 
“Show Boat” and more Raleigh 
paintings were employed. 


@ These and other means of back- 
ground advertising, through Ben- 
ton & Bowles, Mr. Bennett ex- 
plained, helped to quadruple Max- 
well House sales in the 20 years of 
GF’s ownership and to lift it into 
first place in volume among all 
coffee brands in the country. 

B. R. Donaldson, advertising di- 
rector of Ford; Gordon Eldridge, 
Ford passenger car advertising 
manager, and Del Everett, research 
director of the Ford company, 
showed methods and results of the 
“lighter touch” in Ford advertis- 
ing, through J. Walter Thompson 
Co. 

The heavy postwar demand for 
new cars, Mr. Donaldson said, gave 
the company a chance to “try new 
things.” Out of this developed the 
theme, “There’s a Ford in your 
future,” and recently the cam- 
paign on the “feel” of the new 
Ford. The campaign, with Ford 


attributes represented and ex- 
plained by animals, birds and 
other things, he described as 


“clever without being smart. The 
effect is cumulative, but each ad 
stands on its own feet.” 


gw Opinions may differ on the ex- 
tent of “competitiveness” in ad- 
vertising. Mr. Donaldson showed, 
however, that “every advertise- 
ment is competitive.” 


RADIO 


al 
MARK ONE UP FOR JANE! 


PITTSBURGH'S 
ScoRE BOARD 


In addition to high Starch read- 
ership ratings, Mr. Everett pre- 
sented findings in a Ford survey 
last October, which showed that 
32% of best prospects for low 
priced new cars were most im- 
pressed by Ford advertising, as 
compared with 11.08 to 4.1% most 
impressed by advertising of other 
makes of cars. 

Patrick H. Gorman of Philip 
Morris & Co. described the sales 
progress of the Philip Morris ciga- 
ret brand by coordinated sales 
and advertising efforts on the “No 
Cigaret Hangover” theme. 

John Caples, of Batten, Barton, 
Durstine & Osborn, urged a re- 
evaluation of copy testing methods 
in connection with return of a 
buyer’s market in many industries. 
He pointed out that: 

“1. Experience has shown that 
it is not safe to use guesswork in 
selecting advertising themes... 

“2. Experience has shown that 
an effective advertising appeal can 
outsell an ineffective appeal by 
100% or more. 

“3. Therefore, you should use 
scientific tests to guide you in 
preparing your forthcoming ad- 
vertising.” 


Brodsky Appointed A. M. 

L. A. Brodsky, formerly editor- 
ial director of Buhai Publishing 
Co., has been appointed advertising 


PUBLISHERS’ GUEST—A feature of a two-day conference in Ottawa between key 


government officials 


and Canadian editors and _ publishers 


was a reception 


and dinner at which Louis St. Lourent, Canada’s prime minister, and L. 8 


Pearson, minister of external 


affairs, were speakers. Photographed x] 
the reception were, left to right: J. D. Carson, executive vice-president, Periodics ' ng 
Press Association of Canada; Floyd S. Chalmers, executive vice-president, Macleay ithe 


Hunter Publishing Co. and president of PPA; Prime Minister St. Lourent; Leo Codieux Bit uer 
editor, La Revue Moderne, and Royden Barbour, executive vice-president, Conso! 


dated 


TCU Schedules Its 
Ist PR Institute 


Fort WortH—At the first sym- 
posium of its kind in this area, 
Texas Christian University will 
be host to business and industrial 
leaders here April 1-2 at the 
Southwestern Public Relations In- 
stitute. 

Averell Broughton, New York 
public relations counsel and presi- 
dent of the Public Relations So- 
ciety of America, will make the 
keynote address at the opening 
session. Topics scheduled for spe- 
cial attention include public rela- 
tions in management; public opin- 
ion and public relations; the in- 
dustrial editor’s role, as well as 
that of his company publication, 
in public relations; company case 
histories, and publicity. 

A question and answer panel, 
presenting all speakers on the two- 


day program, will conclude the|! 


sessions April 2. These speakers 
include J. Handly Wright, PRSA 


chairman and assistant to the pres- | | 
ident, Monsanto Chemical Co., St. |} 
Louis; Stewart Harral, vice-presi- || 


dent, American College Public Re- 


lations Association and University | 


of Oklahoma public relations di- 


rector; E. D. Whittlesey, president, 


Research Service, Inc., Denver; 
Milton Fairman, public relations 
director, Borden Co., New York; 
Ed Lipscomb, public relations di- 
rector, National Cotton Council of 
America, Memphis; Maxwell E. 
Benson, public relations director, 
General Shoe Corp., Memphis; 


Prof. Clement E. Trout, secretary, | | 


Society of Associated Industrial 
Editors; Earle Ferris, 
Earle Ferris Co., New York, and 
William R. Harshe, president, Wil- 
liam R. Harshe Associates, Chi- 
cago. 


Decca Appoints Grobart 
Arthur Grobart has been named 
sales promotion manager of Decca 
Records, Inc., New York. He for- 
merly was assistant to the western 
division manager in Los Angeles. 


Financial PR Group to Meet 


The Financial Public Relations || 
Association will hold its 34th an-|, 


nual convention at the Edgewater 
Beach Hotel, Chicago, Oct. 19-22. 


chairman, || 


oO [ 
Press. As 
Th 
Reinecke Adds 4 Associates fat 
J. O. Reinecke, Chicago producHicen 
design firm, has changed its namfhels 
to J. O. Reinecke & AssociatefHe j; 
with addition of four associatef},ign 
The three designers promoted t litior 
the position of associates are: Johg 
W. Hauser, G. Harold Hart ang '™ 
Joseph A. Hill. Jack B. Knight 
business director, also has bee If 
named an associate. ven 
yrob]) 
Olin Mtg. Names Wakefield je lat: 
Wakefield Advertising Agencyjppini 
San Francisco, has been appointe@#he c 
to direct newspaper and outdooffomp 
advertising for Olin Mfg. Co., Oakfhhe de 
land, packer of Cornnuts. Of 
Futura to Miller-Gould oe 
Futura Creations, New Yor our 
maker of foundation garments, has ybser 
appointed Miller-Gould & (Co, No 
New York, to handle its advertis-4, * 
ing. hat 
vher 
hori: 
n B 
hesitz 


Box wraps 


: 
ON EE NED CE AE OG 


Recently, the manufacturer of a new aluminum siding product 
bought three KQV spots on Jane Gibson's Women’s Exchange 
Show. Having failed completely with other media, he was mighty 
surprised (but not us!) when orders and inquiries began pouring 
in. Three more spots on Jane's show pulled in so many new orders 
that after six weeks—and six spots—he'd done $8,000 worth of 
business—44 times the cost of the time! A terrific job for a new 


product using no other media, thanks to the tremendous audience 
response to Jane and KQV. 


KQV 


PITTSBURGH’S AGGRESSIVE 
4. PRS BIAUON ........ 


manager of Golden Oak Packing 
Co., Chicago, packer and manu- 
facturer of smoked meats and saus- 
ages. Shrout Associates, Chicago, 
has been retained to handle the 
account. Local newspapers, spot 
radie and trade publications will 
be used. 


Wilson Appointed V. P. 


H. P. Wilson has been named 
vice-president and general sales 
manager of Transvision-Television 
| (Canada) Ltd., Hamilton and 
|Toronto. Mr. Wilson formerly held 
ithe same position with General 
lit became Ltd., Toronto, before 


it became a wholly-owned subsid- 
iary of Transvision-Television. 
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with interchangeable tools 


me | 
x 
| 
| 
} 


Seven (7) different tools for making 
repairs around the home, office, farm 
and avtomobile...or for model build- 
ing and hobby crafting. Tools are high 
grade alloy steel... handles are dur- 
able, bright red plastic. All tools are 
housed in hollow plastic handle. Kits 
are individually packed. Handles can 
be imprinted at nominal cost. Write 
for literature, state requirements. Quo- 
tations sent promptly. 


STANDARD PRESSED STEEL 


JENKINTOWN, PA. Box 10 
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oy Tells Video 
i rospects: ‘Go 
Ahead, Buy Now’ 


BALTIMORE—Federal Communi- 
ations Commission Chairman 
Wayne Coy told the Advertising 
‘lub here Wednesday that the dis- 
yute over television set obsoles- 


nween oe ence is “something of a tempest in 
recephon BR teapot.” 

and L. 8B ° — : 

aphed aff Mr. Coy said no one is consider- 
Periodic : ng the elimination of service on 

, Maclean [the existing 12 “very high fre- 


o CodieuxBjuency” (VHF) bands. His advice 
wt, Consol H%o potential set-buyers is to “buy 
ow.” 


~~ ( The FCC chairman predicted 
ciates Phat additional stations would be 
$0 producMicensed on the existing 12 chan- 
i its namffiels beginning in May or June. 
Associate$He indicated that use of the ultra 
associaleshigh frequencies (UHF) for ad- 
aoe b litional stations will not be de- 
Haxt on germined immediately. 
3. Knight 
has bee If the present standards are 
ventually applied to UFF, “the 
yroblem of obsolescence will be a 
refield jelatively minor one, and in my 
zs Agencyppinion, a small price to pay for 
appointe#he development of a nationwide 
d outdoofompetitive system of television,” 
Co., Oakfhe declared. 
- Of more than 1,000,000 sets in 
he hands of the public, less than 
% are in cities having fewer than 
ew YortkMour stations authorized today, he 
wt a »bserved. 
04 


Noting that almost one-half of 
hat 7% are here in Baltimore, 
vhere only three stations are au- 
horized, Mr. Coy said: “If I lived 
n Baltimore, I would have no 
hesitancy today in buying a tele- 
|Wision receiver. 
'f “I would not wait until the FCC 
had decided what they were going 
o do about UHF, because that 
may be some time off and, more 
han that, the time to develop 
ransmitters and new receivers 
fter such a decision is made 
eans that a considerable length 
f time will elapse before I could 
yet any service from UHF sta- 
ions.” 


; advertis- 


=| When UHF stations are added, 
“d here will be a degree of obsoles- 
‘ence in sets here, he conceded. 
) The degree of obsolescence will 
e determined by each individual 
[ ywner by his desire to get tele- 


‘rision service from such UHF sta- 
ion or stations as may be estab- 
hed.” 

Mr. Coy predicted that television 
will equip advertising “to magnify 
vreatly its role in merchandising, 
in sustaining our mass production- 
mass consumption system, in rais- 
ng our living standards, in bolster- 
ing our whole economy.” 

Costly as it is, he said, this ef- 
fectiveness means that in due time 
television will become an econom- 
ical medium for advertising, dem- 
onstration and selling of goods 
| services. 

Mears that television would be 
‘oo costly “were based on insuf- 
licient insight,” he declared. 
“Based on sales, it can bring re- 
sults that will justify larger ex- 
penditures than other media. By 
the time there is a 50% saturation 
of homes, advertisers will be con- 
cer trating on television.” 
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Sponsors ‘Lucky Pup’ 

The footwear division of United 
States Rubber Co., New York, is 
sponsoring “Lucky Pup,” television 


deren buppet show, over the entire CBS 
~~ network on Fridays from 5:30- 
a :45 p.m., CST. The show will 
Ramon Promote Keds. 

Write ‘ 


mobnston Elected V.P. 

Thomas G. Johnston, formerly 
th McCann-Erickson, New York, 
s been elected a vice-president 
Hewitt, Ogilvy, Benson & 
ather, New York. 


handled by Buchanan & Co. 


Cuicaco—McCann-Erickson has 


the agency. 


Last Minute News Flashes 
Welch Account Goes to Lennen & Mitchell 


New YorK—Welch Grape Juice Co., Westfield, N. Y., has named 
Lennen & Mitchell to direct its advertising. The account was formerly 


McCann Resigns Camfield Toaster Account 


resigned the account of Camfield 


Mfg. Co., Grand Haven, Mich., maker of Camfield automatic toasters. 
It will continue to service Camfield until May 31. 


Beardmore Testing Shampoo-in-a-Capsule 

East RUTHERFORD, N. J.—Beardmore Products, Inc., is testing Beard- 
more Shampoo-in-a-Capsule in the Press, Binghamton, N. Y. 
plans to expand to other test cities. M. J. Jacobs, Inc., New York, is 


and 


Brown Says New 
Formula Needed 
in Media Plans 


(Continued from Page 1) 
areas, city size, economic class, 
and age—and by applying poten- 
tials in media dollars to each. 

This advertiser found, for ex- 
ample, that he was not reaching 
enough higher-income families in 
the country, and his media dollars 
reached only one-third of prospects 
for his product in the Southeast. 

For printed media coverage, Dr. 
Brown suggested the formula of 
circulation times readers per copy, 
times average readership, times 
insertions, to equal “messages.” 
A parallel formula, starting with 
radio families, could be used for 
radio. 

But, he explained, “the facts 
for the two media are quite differ- 
ent. A single end product cannot 
be developed because there is no 
basis for comparing the value of 
a message to the reader of an ad- 
vertisement with that to a listener 
to a radio program. Yet some day 
such a method of measurement 
must be found for, eventually, the 
synthesis must be complete.” 


@ His assertion that advertisers 
are “dizzy with data” about media 
was confirmed by Darrel B. Lucas 
of New York University and Ad- 
vertising Research Foundation. 

“Most major media are _ not 
giving national advertisers ade- 
quate information,” Dr. Lucas said. 
“No medium seems willing to 
spend the money to show that it 
is in second place.” 

Extravagant claims still abound, 
he said, citing the recent claim 
of one magazine of an audience 
of 2,065 per black-and-white page 
for each $1 of expenditure. 

Among other things, he pointed 
out, advertisers need a clearer 
“definition of a reader.” Adver- 
tisers must know not only that the 
reader “enters a_ building” but 
what he does when he gets inside. 


w The tripartite control method 
followed by the ARF, Dr. Lucas 
said, is eliminating much of the 
confusion. Media can gain from it 
by asking buyers what they want. 
He cited the Canadian magazine 
study recently undertaken by ARF 
at the request of these magazines, 
and said that a comparable study 
of United States magazines still is 
being considered. 

To the complaint in some quar- 
ters that the foundation might 
emerge as a “monopolist” of media 
research, he said: “I see no reason 
why independent research men 
should not make their own contri- 
butions.” 

Will A. Morgan of Continental 
Oil Co. described how his company 
has included the farm market in 
its media program. A Conoco ad 
in the Kansas Farmer, covered in 
jthe ARF Continuing Study of 
|\Farm Paper Reading, had a top 
|readership rating of 74% by men 
and 63% by women. (This com- 
pared with a readership of 59% of 


the editorial page cartoon in the 
same issue.) 

Mr. Morgan urged use of real- 
life action pictures and having 
“the farmers write their own ad- 
vertising copy.” 


Fawcett Transfers 
Plume from ‘True’ 
to Women’s Group 


New YorK—Gifford Plume, for- 
mer advertising manager of True, 
has been named advertising man- 
ager of the Fawcett Women’s 
Group. He has been with Faw- 
cett Publications for the past 13 
years. 

Clare E. Nelson, former sales 
manager of Manhattan Shirt Co. 
and Timely Clothes, Inc., succeeds 
Mr. Plume as advertising mana- 
ger of True, and George Jones of 
the True advertising sales staff 
has been named associate adver- 
tising manager of the magazine. 
Mr. Nelson has also been associ- 
ated with Calkins & Holden and 
Foote, Cone & Belding. 

Michael Fast of the Today’s Wo- 
man sales staff has been appointed 
associate advertising manager of 
Today’s Woman. 


NAB Meeting Will 
Feature Clark, Coy 


WaASHINGTON—Attorney General 
Tom Clark and FCC Chairman 
Wayne Coy are featured luncheon 
speakers at the convention of the 
National Association of Broad- 
casters, scheduled for the Stevens 
Hotel, Chicago, April 6-13. 

Under a procedure adopted by 
the association two years ago, the 
first three days will be devoted to 
engineering matters. 

An all-day “plain talk” session 
will be held by unaffiliated stations 
on Sunday, April 10, including four 
afternoon sessions devoted to sales 
and promotion. 

Attorney General Clark’s talk 
will deal with small business, and 
with radio as an aid to business. 
The FCC chairman’s talk is an 
annual feature of NAB meetings. 

More than 200 have pre-regis- 
tered for the engineering confer- 
ence and 800 for the management 
conference. 


Plan Kleenex ABC-TV Show 


International Cellucotton Prod- 
ucts Co., through Foote, Cone & 
Belding, last week signed with 
American Broadcasting Co. to use 
a half-hour on the ABC video net- 
work once a week to promote 
Kleenex. Starting date (probably 
in June), time and type of show 
will be announced later. 


ABC-TV Net Totals 30 

American Broadcasting Co. has 
added two more television stations, 
bringing its affiliates to a total of 
30, 21 of which are on the air. The 
new stations are KSL-TV, Salt 
Lake City, due on the air May 15, 
and KMA-TV, Omaha, to begin 
operating in September. 
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Ricks Joins Mart 

Paul Ricks, formerly an account | 
executive of Harry Coleman & Co., | 
has joined the promotion staff of 
the Merchandise Mart, Chicago. 


|director of California 
Boys’ Stylist, Los Angeles, has been | 


RULE AMERICA(NA)—Feeling that the 
words “Encyclopedia Americana” have 
not been sufficientiy impressed on the 
minds of ad-wise Americans, Americana, 
Inc., New York, has launched a cam- 
paign, through Grey Advertising Agency, 
using full pages in the Chicago Tribune, 
Kansas City Star, Los Angeles Times, New 
York Times, Washington Star and prob- 
ably the Dallas Mornina News and others. 


Harvey Comics Group 
Splits Circulation 
for Boys and Girls 


NEw YorK—The Harvey Comics 
Group is offering advertisers a 
selective audience, either all boys, 
all girls or a dual audience read- 
ership. The offer was effective 
March 23. 

“The move was developed with 
the introduction of First Love and 
First Romance magazines which 
have all girl readership between 
the ages of 12 and 22,” Alfred Har- 
vey, president of the group, told 
AA. Harvey decided it would be 
to the advantage of agencies and 
advertisers to have select circula- 
tion in the event of distinctive boy 
and girl products, he said. 

Starting with the September- 
October, 1949, issues, Harvey will 
increase its circulation guarantee 
of 4,000,000, made last December, to 
4,500,000. Advertising rates for the 
boy and girl units are “slightly 
increased,” Mr. Harvey said. Rates 
for the dual readership unit and 


the group as whole remain un- 
changed. 
The group also decided last 


week to make smaller space avail- 
able. Heretofore, full pages and 
half pages were sold. Quarter pages 
are now available. 

Bi-monthly circulation for the 
boys’ unit is 2,000,000; for the 
girls’ unit, 1,000,000, and for the 
dual unit, 1,500,000. Next Septem- 
ber, the group will add “Sad Sack,” 
making a total of 13 comics 
magazines now published. 


WLW-D on Weekly Schedule 


WLW-D, the Crosley Broadcast- 
ing Corp.’s new television station 
in Dayton, now carries 30 hours 
of weekly programming. The sta- 
tion goes on the air at 3:30 p.m. 
Monday, Wednesday and Friday 
and at 3:45 p.m. on Tuesday and 
Thursday, with a test-pattern in- 
terval between afternoon and eve- 
ning programs. Saturday program- 
ming begins at 7:20 p.m., signing 
off at 10 p.m., and Sunday iele- 
casting begins at 3:30 p.m., sign- 
ing off at 10:15 p.m. The sign- 
off time is 8 p.m. weekdays. Most 
of the programming consists of 
originations from WLW-T, sister 
station in Cincinnati. 


Randolph to White Agency 

F. M. Randolph, formerly with 
Station KVOO, Tulsa, has been 
appointed head of the newly 
created radio, television and motion 
picture department of White Ad- 
vertising Agency, Tulsa. 


Photofilm Appoints Saxon 
Dan Saxon, formerly advertising 
Men’s and 


named vice-president and director 
of sales of Photofilm, Inc., Los An- 
geles. 
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Today's TV Sets 
Are Not Dated, 
Goldsmith Says 


Hot SPRINGS, Va.—AlIll of today’s 
television sets can be adapted both 
to the addition of colored images 
when available and to reception 
of programs on the as-yet-unused 


ANA Meeting 


ultra high frequency channels, Dr. 
Alfred N. Goldsmith of Columbia 
Broadcasting System told a press 
conference at the ANA meeting. 

Although UHF transmitters may 
be operating within 18 months, he 
explained, there are still “bugs” 
such as “spotty” pictures to elimi- 
nate, and the cost of building and 
operating these stations will be 
higher than present TV stations. 

The UHF telecast ranges will 
vary considerably with local condi- 
tions but generally it will be about 
25% less than present telecast 
range, he said. In most markets 
it could increase the present 12 
channels by two to five, with an 
ultimate limit of about 12. 

Former president of both the 
Institute of Radio Engineers and 
Society of Motion Picture Engi- 
neers, Dr. Goldsmith told the ANA 
meeting that present channels will 
permit the operation of 202 tele- 
vision stations by Jan. 1, 1951. 
By that time, TV would reach 
59.8% of all U. S. families, and 
6,200,000 TV sets would have been 
sold. 


e Walter Craig of Benton & 
Bowles summed up some of the 
“confusion” surrounding TV—a 
3314% variation among estimates 
on number of TV sets in use and 
where they are located, and dif- 
ferences up to 22% between C. E. 
Hooper and Pulse, Inc., on tele- 
vision audiences. Also, he said 
there is “not much basic cost data; 
no rhyme or reason in station 
rates; no rebates as yet for adver- 
tisers when the picture is telecast 
but the sound track goes off.” 

The use of kinescope films of 
programs to reach stations off the 
coaxial cable, Mr. Craig said, is 
still unsatisfactory, ‘but that prob- 
lem is being licked.”’ 

However, when a live program 
also is filmed, he added, “‘we enter 
the whole area of synchronization. 
We can use only material that can 
be cleared.” 

Despite television’s meteoric 
growth from virtually zero to about 
1,100,000 homes in the past couple 
of years, he showed that in this 
period ‘‘the number of radio homes 
increased by 3,000,000 to 37,500,- 
000.” 


@ Don L. Kearney of the Katz 
Agency presented examples of film 
commercials for spot television. 
From 20 to 75 seconds in length, 
these ranged in cost trom $0av 
(Driggs Dairy, Toledo) io $2,900 
(BVD). 

The advertiser, he said, has three 
ways to present his sales message: 
live, in the studio; by slides; and 
motion picture film commercials. 
He mentioned the use of the Lucky 
Strike marching cigarets and 
Rheingold animated beer bottles, 
by stop-motion photography. Ani- 
mation, he explained, is “consider- 
ably more expensive than straight 
photography,” costing about $25 
per second and more. 


Pepsi-Cola Names Steele 

Alfred N. Steele, former vice- 
president in charge of sales of 
Coca-Cola Co., has been elected 
a director and lst vice-president 
of Pepsi-Cola Co., New York, in 
charge of U. S. sales and opera- 
tions. 
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$1,000,000 Push Plugs 


Anti-Decay 


Amm.-i-dent Ads Claim 
35% Decay Reduction 
in Dailies, Magazines 


JERSEY City, N. J—Amm-i-dent, 
a 60¢ dentifrice which claims 
through reliable evidence to reduce 
tooth decay by an average of 35%, 
promises to revolutionize the den- 
tifrice industry. 

Already advertised in news- 
papers in 150 cities and Parents’ 
Magazine, the ammoniated denti- 


Dentifrice 


frice will eventually be advertised 
in every newspaper with more 
than 20,000 circulation and begin- 
ning next month in Ladies’ Home 
Journal, Life and The Saturday 
Evening Post, according to Melvin 
Block, president of Block Drug Co., 
whose associate company, Amm-i- 
|dent, Inc., manufactures the den- 
tifrice. 

Mr. Block told AA that his com- 
pany will spend in excess of $1,- 
000,000 this year telling the Amm- 
i-dent story. A great number of 


|ready heard about 
| dentifrices through a story pub- 
| lished 
|Homes & Gardens and carried in 


It has been a festive occasion 


RUSS CANTER HE 


Chief Announcer Russ Cant 


success in Central Ohio. 


SIX ADVERTIS 
FOR STRAIGH 
Andrus-Scofield, Budd & Co., 
Furniture Co., 


advertisers who took their first 
on WBNS ... and have been h 


POWER 5000 


WBNS CELEBRATES 25TH YEAR 


chalked up its twenty-fifth year of service to the community. 
During this twenty-five years WBNS has built the most loyal 
listening audience in Central Ohio. An audience that depends 
upon this station for news, entertainment and educational features. 


WBNS OLD TIMERS Ty 


eighteen other staff members, each hav- 
ing service records of 15 years and 
more, are as much a part of WBNS as 
the transmitter itself. They have helped 
to build the firm foundation of WBNS 


Capital City Products Co., 
Rogers Jewelers, United Woolen Mills .. . 


will tell you how WBNS gets sales results in Central Ohio. 


here in Central Ohio as WBNS 


* 
ADS 
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ERS USE WBNS 
T 22 YEARS— 
Carlile 
six 
step into the medium of radio 
ere continuously ever since. They 


D-1000+N CBS 


ASK JOHN BLAIR 


|@ After 
| Toledo, Grand Rapids and Syra- 
|}cuse, Amm-i-dent was advertised | 


ruary (AA, Feb. 14). Ads came out 
|in 20 newspapers and Parents’ the 


people in this country have al- 
ammoniated 
in Better 


last December 


condensed form by Reader’s Di- 
gest in February. 


ws Although Amm-i-dent was not 
mentioned in this story, its back- 
ground and research activities 
were recorded and Amm-i-dent 
ads refer to the Digest article. 

The dentifrice contains two in- 
gredients, dibasic ammonium phos- 
phate and carbamide, which give 
a boost to nature’s own decay-pre- 
vention process. As far back as 
1932, the late Drs. Carl J. and Carl 
T. Grove, a father-and-son dental 
research team in St. Paul, Minn., 
compared the saliva of individu- 
als who were highly immune to 
cavities with the saliva of others 
with more active tooth decay. The 
difference was the amount of am- 
monia in the saliva. 


ws In 1945 Dr. Robert G. Kesel and 
his associates at the University of 
Illinois demonstrated by bacteri- 
ological tests that ammonia would 
inhibit growth of Lactobacillus 
acidophilus, commonly called L. a. 
bacteria in the dental profession. 
This group started experimenting 
with a dentifrice and mouth rinse 
containing dibasic ammonium 
phosphate, one of the ingredients 
contained in Amm-i-dent. 

In May, 1945, Dr. Chester J. 
Henschel of the orthodontia de- 
partment of Sydenham hospital, 
New York, in an address before 
the Westchester Dental Society, 
summarized his experiments with 
an original “ammonium ion” den- 
tifrice and disclosed to the dental 
profession an early version of what 
has since become the Amm-i-dent 
formula. 


ws Three years later, in October, 
1948, under the auspices of East- 
ern Graduate Research Founda- 
tion, Dr. Henschel reported to the 
International Association for Den- 
tal Research that patients using 
the refined ‘“ammi-dent” formula 
showed an average reduction of 
35% in caries activity. 

Last October, Block Drug Co., 
a manufacturer of ethical dental 
products, bought Amm-i-dent from 
Professional Dental Products in 
Flushing, N. Y. The latter company 
had not advertised the product to 
any extent, and distribution was 
limited. 

Block repackaged Amm-i-dent, 
reduced the price of the three- 
ounce can from 75¢ to 60¢ and 
made plans for advertising 


testing the product in 


nationally for the first time in Feb- 


same week the Reader’s Digest car- 


1949 industrial 


} Market Data BooK Nu : 


INDUSTRIAL MARKET DATA BOOK 


&. Ohio St., Chicago, ii. 


330 W. 42nd St., New York 18. i 


NEWSPAPER DRIVE—These are the ads 

appearing in the growing list of news- 

papers that Amm-i-dent ammonialed den- 

tifrice is using. Cecil & Presbrey, New 
York, is the agency. 


ried the ammoniated dentifrice 
story. Both Cecil & Presbrey, New 
York, Amm-i-dent agency, and 
Block’s advertising manager, 
George Abrams, worked in the 
copy and timing so the ads and 
Digest article would have a double 
impact. 

The copy does not claim to halt 
tooth decay but to reduce and pre- 
vent cavities. One of Melvin 
Block’s biggest problems today are 


what he terms “fly-by-night” 
companies. 
The words “help” and “reduce” 


in many companies’ ads are in 
such small print, and the word 
“stop” is so outstanding, that peo- 
ple are led to believe the denti- 
frice will entirely do away with 
tooth decay, Mr. Block told AA. 
He added that his company 
would welcome the large, repu- 
table tooth powder and _ paste 
manufacturers into the ammoni- 
ated dentifrice field and expects 
it won’t be long before they enter. 


ws At this time, he said, research 
has proved that an ammoniated 
dentifrice in paste form, with the 
proper amount of ingredients, can- 
not be made, as the chemical re- 
action would cause the tube to ex- 
plode if left on the druggist’s shelf 
too long. An ammoniated paste 
can now be made but can’t con- 
tain the same ingredients as the 
powder and therefore would not 
be as effective, Mr. Block ex- 
plained. He said his research staff 
has been working on an ammoni- 
ated paste and hopes to overcome 
this problem shortly. 


Advertising Age, March 28, 194¢ 

Although reluctant to give sale 
figures, the “ratio of Amm-i-den 
sales” since November, accordinz 
to Mr. Block, has “grown fron 
one to 85.” 

Last month, a three-year re- 
search program to determine the 
relative efficiency of sodium fluo- 
ride, which is applied to children’s 
teeth while they are forming, and 
of an ammoniated dentifrice ws 
launched among 500 student voi- 
unteers of the Central School 
Mahopac, N. Y. 

The students were divided ir o 
groups which have had soditun 
fluoride applied to their teeth and 
those which have not. The teeth 
of all children will be brushe: 
daily with Amm-i-dent. The stud) 
conducted by Eastern Graduate 
Research Foundation, New York, 
is being made with the hope it wil! 
prove whether, alone or in com- 
bination with fluoride applications, 
Amm-i-dent will make a reduc- 
tion in the tooth decay rate of chil- 
dren up to the age of 15. 


Mengel Appoints Dean 


Bruce A. Dean, formerly sales 
manager of the Universal rugs 
and carpets division of Bigelow- 
Sanford Carpet Co., has been 
named general sales manager of 
the plywood division of Menge! 
Co., Louisville. 


Our customers 
come back for more. 
Guess they like us! 


CHUPMC 


FINE OFFSET PRINTING 


The Veritone Co., 2701 Lehmann Court 
Chicago 14 EAstgate 7-8885 


Do You 


your telephone! 


oar Ane 


You can get your mats, plastic 
plates and proofs anytime—and on 
time—day or night, 24 hours a day! 


Progressive is only as far away as 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, 


Know? 


WABASH 2-1204 


ILLINOIS 
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S. S. McClure Dies; 
Founded Syndicate 


and Magazine 


New YorK—S. S. McClure, 92, 
founder of the first newspaper 
syndicate and McClure’s Magazine, 
died on March 21 of a heart attack 
at St. Barnabas Hospital here. 

After graduation in 1882 from 
Knox College, Mr. McClure went 
to Boston where he started the 
Wheelman, a magazine for cyc- 
lists, owned by Col. Albert Aug- 
ustus Pope, bicycle manufacturer. 
He moved to New York and after 
a brief period at Century Maga- 
zine set up his syndicate with 
Oliver Wendell Holmes as his first 
writer. 

He helped to introduce to Amer- 
ican readers Robert Louis Steven- 
son, Sir Arthur Conan Doyle, Rud- 
yard Kipling and many others. Af- 
ter the syndicate was established, 
Mr. McClure launched his maga- 
zine. In six years the circulation 
had risen to 360,000. 

In 1914 Mr. McClure sold his 
syndicate and magazine interests. 
He repurchased McClure’s in 1924 
and edited it briefly. Eventually 
the family bought up the name. 

Mr. McClure’s death followed 
by less than a month that of John 
Sanburn Phillips, who, with Mr. 
McClure, founded McClure’s Mag- 
azine. Mr. Phillips died on Feb. 
28 (AA, March 7). 


WILLIAM BUNDY 

DANSVILLE, N. Y.—William B. 
Bundy, 82, former executive with 
F. A. Owen Publishing Co., pub- 
lisher of .The Instructor, died 
March 17. He was associated with 
the Dansville company for 28 years, 
serving as treasurer and adver- 
tising director. 


LAWRENCE PETERSON 


STocKToNn, CAaL.—Lawrence Vin- 
ton Peterson, 72, assistant to the 
publisher of the Stockton Record, 
died March 11 following a heart 
attack. Mr. Peterson, who had been 
ill for several months, was the 
Record’s oldest staff member in 


point of service, having joined the 
paper in 1898. He served success- 
ively as reporter, branch office 
manager, circulation manager, 
business manager and assistant to 
the publisher. His son, Robert H., 
also is connected with the Record. 


ALFRED SCHLESINGER 

PHILADELPHIA—Alfred Schlesing- 
er, former secretary of Car Adver- 
tising Co., died March 10 at his 
home in Elkins Park. Mr. Schles- 
inger, who was 70, worked as a 
volunteer during World War II 
with the advertising section of the 
Treasury Department’s payroll 
savings unit. 


C. S. BOOTHBY 

Cuicaco—Clarence S. Boothby, 
71, chairman and president of 
Jahn & Ollier Engraving Co., died 
March 21 at his estate near Pica- 
yune, Miss. He had been associated 
with the Chicago company for 36 
years. 


Canada Dry Signs 8 TV 
Stations for ABC Show 

Beginning April 3, Canada Dry 
Ginger Ale, Inc., for 13 weeks 
will sponsor the first half hour 
of “Super Circus,” Sunday after- 
noon video show (4-5 p.m., CST) 
over an eight-station American 
Broadcasting Co. hookup. 

The program, originating in Chi- 
cago, will be sent out over WJZ- 
TV, New York; WNAC-TV, Boston; 
WFIL-TV, Philadelphia; WMAL- 
TV, Washington; WENR-TV, Chi- 
cago; WEWS, Cleveland; WXYZ- 
TV, Detroit, and WDTV, Pitts- 
burgh. J. M. Mathes, Inc., New 
York, is the agency. 


Lindeke Agency Moves; 
Acquires Four New Accounts 

Lindeke Advertising Agency has 
moved its offices from 6015 W. 
Third St., Los Angeles, to the 
Helper building, Brand at Colo- 
rado, Glendale. 

The agency has acquired the 
following new accounts: California 
Artists Guild, Beverly Hills; Terry 
Mfg. Co., Santa Monica; Wolfe 
Enterprises, Pasadena, and Cali- 
fornia Handicrafters, Huntington 
Park. Yvonne Hayden has been 
appointed space buyer of the 
agency. 


is enclosed. 


each. 


days, April 12th and 13th. 
NAME 
| COMPANY 


aprit Letw & bore 
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RUSH coupon today for your tickets. | 


POINT OF PURCHASE ADVERTISING INSTITUTE, INC. 
16 EAST 43RD STREET, NEW YORK, W. Y. 


GENTLEMEN: Please send the following tickets, for which my check 


()...April 12th Symposium tickets, including luncheon, at $5.50 


QO)... FREE exhibition tickets for admittance to exhibit floor both 
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ANAN Publishes 
Ad Yardstick to 
Predict Readers 


New YorK—The American 
Newspaper Advertising Network 
last week issued a study called 
“How much attention can you ex- 
pect with your national adver- 
tisements in newspapers? ,” which 
analyzes, by product classifica- 
tions and size groups, the reader- 
ship of 7,454 ads in four large met- 
ropolitan newspapers over a three- 
year period. 

With this data, ANAN feels 
that advertisers can determine 
what readership they may expect 
for newspaper advertisements of 
various sizes for various products, 
based on the performance of news- 
paper ads of similar size and sim- 
ilar products. 


w The study is based on 144 sep- 
arate studies, 36 each of the 
Boston Traveler, Chicago Tribune, 
New York World-Telegram and 
Philadelphia Bulletin. The studies 
were begun Jan. 1, 1945, and ended 
Dec. 31, 1947. All studies were 
made on Thursday issues, and the 
evening paper interviews were 
run the following day. 

In the food classification, all ad- 
vertisements 50 lines and more 


were checked. For the other 16 
classifications, all advertisements 
of 140 lines and more were 
checked. For each classification, 
the study shows size groups by 
lines, number of advertisements, 
and median size of the advertise- 
ments in the size group (i. e., of 
ads ranging from 50 to 69 lines, 
the median size was 55), and me- 
dian readership for men and wo- 
men, with conventional Starch 
breakdowns into noted, seen-as- 
sociated and read most. 

Thus an advertiser in the insur- 
ance field can tell that an ad of 
210 lines should have an 8% seen 
rating by men, 7% seen-associated 
and 3% read most, with women 
seen rating at 6%, seen-associated 
5% and read most 2%. 


To Air ‘Favorite Story’ 


Public Service Co. of New 
Hampshire has contracted to spon- 
sor Ronald Colman’s transcribed 
“Favorite Story” over six New 
Hampshire stations—WMOU, Ber- 
lin; WLNH, Laconia; WWNH, 
Rochester; WKNE, Keene; WOTW, 
Nashua, and WKBR, Manchester. 
This 30-minute drama is a Frederic 
W. Ziv package. 


Boosts Budget 10%, not 48% 

Simtex Corp., the linen division 
of Simmons Co., Philadelphia, has 
expanded its consumer media 
schedule by 10% in 1949, and not 
48% as was reported in the March 
14 issue of ADVERTISING AGE. The 
account is handled by the Lavenson 
Bureau of Advertising, Phila- 
delphia. 


Solventol Names Agency 


Luckoff, Wayburn & Frankel, 
Detroit, has been appointed to 
handle the advertising of Solven- 
tol Chemical Products, Inc., De- 
troit, maker of Solventol indus- 
trial, commercial and household 
cleaning compounds. Full-page 
newspaper ads will be used in 
April. In addition, outdoor posters, 
radio, television and general mag- 
azines will be used. 


Maiden Form to Weintraub 

Maiden Form Brassiere Co., 
New York, has appointed William 
H. Weintraub & Co., New York, 
to handle its advertising. 


* Proven by readership, per- 
sonal preference and activated selling. 
Let Diesel Progress sell your product! 


Edited ond Published by REX W. WADMAN 


2 West 45tm ST NEWvyoRKk 19. NW Y 


The Miami Herald scores 


Lio Mae Kevrd Lreakig 


in Advertising 


with 3,207,437 lines 


for January, 1949* 


FIRST in the Nation =: 


*Media Records 


FIRST in FLORIDA 


with a 


QUARTER MILLION 


Circulation 


Yes, The Miami Herald continues its record-breaking pace, leading 
the nation in ad lineage with 3,207,437 lines in January and achieving in 
February an all-time high for Florida with a publication of more 

than a quarter-million copies. 


The figures speak for themselves -- The Miami Herald is the biggest 
selling force in Florida... bigger than all other daily newspapers 
combined in one of the nation’s richest and 


fastest-growing year-round markets. 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, National Reps 


A. S. GRANT, Atlanta 


Affiliated Stations -- WQAM. WQAM-FM 


MIAMI--An International Market == 


© the Miami He 


Miomi Herald 
Zone of infivence 
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OUR budget may be in the millions... but it’s 
ba mighty important to know: “Where can I 
get the most out of my advertising dollar?” 

Here’s a startling fact: One hundred dollars will 
deliver a smashingly big four-color advertising mes- 
sage to not less than 50° of all the 96,000 families 
in Santa Barbara, California; Hammond, Indiana; 
Lawrence, Mass.; Union City, New Jersey; Burling- 
ton, Vermont and Oshkosh, Wisconsin. 

The medium that delivers so many families for so 
little money is Puck, The Comic Weekly, reaching, 
every Sunday, more than 18,000,000 adults plus mil- 
lions of youngsters as well. The space is 1% page 
(952 lines) in full color. And your message will have 
the benefit of the impact and penetrating power of 
Puck’s all-star cast of characters which includes 


abil aloe Ae as. nee ac » 
- iden 


éan you cover with f, i C v7, 


Blondie and Dagwood, Jiggs and Maggie, Tillie the 
Toiler, Little Annie Rooney, the Katzenjammer Kids, 
the Lone Ranger and many others. They evoke a 
loyalty and response unmatched by most stars of 
stage, screen or radio. 

If you're guided by a ‘‘most-for-the-money” adver- 
tising philosophy,’ a booklet called “What Does It 
Cost?” tells in detail what it costs 
to penetrate America’s prime 
markets with Puck, The Comic | 
Weekly, and breaks these costs / 
down for every one of the 750 
Key Cities in which PUCK, THE 
COMIC WEEKLY delivers in- 
tensive merchandisable cover- 
ave. It’s yours for the asking... 


THE COMIC WEEKLY 


Read by more than 18,000,000 adults 


The Orly NATIONAL Comic Weekly — A Hearst Publication . 


.. 63 Vesey Street, New York; Hearst Building, Chicago 
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